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ASNE  meets  APME 

Group  leaders  to  discuss 
‘duplication  of  efforts’ 


Los  Angeles  Times  Pub¬ 
lisher  Kathryn  M. 
Downing  and  Editor 
Michael  Parks,  who 
were  wounded  last  year  by  a  con¬ 
troversial  revenue-sharing  deal  at 
the  paper,  are  expected  to  be 
replaced  by  a  rising  Tribune  Co. 
star  and  respected  Times  Mirror 
Co.  editor  after  control  of  the 
paper’s  parent  company  passes  to 
Tribune,  possibly  this  week. 

Neither  company  would  confirm 
the  reports,  but  John  Ihiemer,  pub¬ 
lisher  of  The  Orlando  (Fla.) 
Sentinel,  and  John  Carroll,  editor  of 
The  Sun  in  Baltimore,  were  expect¬ 
ed  to  be  named  publisher  and  editor, 
respectively,  at  the  nation’s  fourth- 
largest  daily,  the  L.A.  Times  quoted 
unidentified  executives  as  saying. 
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1979.  He  has  been  president 
^  and  publisher  of  the  Sentinel, 
daily  circulation  260,000,  since 
1993.  Before  that,  he  was  vice 
president  and  director  of  marketing 
and  development  for  the  Chicago 
Tribune.  Puemer  has  been  flying  out 
to  Los  Angeles  to  help  with  the  tran¬ 
sition,  sparking  speculation  that  he 
was  destined  for  bigger  things.  He 
was  in  Los  Angeles  last  week  and 
couldn’t  be  reached  for  comment. 


Times  Mirror’s  board  agreed  in 
March  to  sell  the  company  to  Trib¬ 
une  in  an  $8-billion  deal.  Times 
Mirror  CEO  Mark  H.  Willes  has 
said  he  will  leave  the  company 
after  the  deal  is  completed. 

In  contrast  w'ith  Downing,  who 
had  no  newspaper  background 
when  she  became  publisher  in  mid- 
1999,  Puemer,  49,  is  a  veteran  of  the 
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Shoptalk:  ‘Ink  is 
an  awful  weapon 


The  percentage  of  daily 
newspaper  journalists 
who  are  black  declined 
—  from  5.36%  to  5.31% 
—  last  year  for  the  first  time  in  more 
than  two  decades.  And  the  leader  of 
the  National  Association  of  Black 
Journalists  (NABJ)  sugge.sted  Afri¬ 
can  Americans  may  just  give  up  on 
the  industry  altogether. 

“Clearly,  black  folk  are  not  as 
important  to  this  industry  at  this 
time,  if  we’re  not  seeing  an  increase 
in  the  numbers,”  NABJ  President 
Will  Sutton  said  in  his  first  reaction 
to  the  study.  “As  an  organization, 
NABJ  may  have  to  reassess  how 
much  of  our  energy  we’re  going  to 
put  into  newspapers.” 


Sutton,  who  directs  newsroom  paper  industry  has  never  balanced 
recruiting  as  deputy  managing  edi-  its  fine  words  in  support  of  diversity 
tor  at  The  News  <6  Observer  in  with  action  that  reflects  a  serious 
Raleigh,  N.C.,  is  known  and  sincere  effort  to 

for  his  genial  manner.  But  increase  significantly 

he  and  other  minority  jour-  W  black  representation.” 

nalists  were  infuriated  fl  The  survey  of  953  of 

when  the  American  Socie-  ■  the  nation’s  1 ,45 1 

ty  of  Newspaper  Editors  dailies  found  the  per- 

(ASNE)  revealed  its  latest  centage  of  journalists 

survey  of  minorities  in  who  are  black,  Asian 

newsrooms  last  Tuesday  at  American,  Hispanic,  or 

its  annual  convention  in  Native  American  in¬ 

creased  from  1 1.55%  to 
11.85  since  last  year. 
That  tiny  increase  —  0.3  of  a  per¬ 
centage  point  —  actually  reflected 
the  fastest  growth  in  minority  jou¬ 
rnalists  in  the  past  five  years. 
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R  IN,  MICHAEL  PARKS  AND  KATHRYN  DOWNING  OUT  BY  LUCIA  MOSES 


Paul  Pohlman,  associate  dean  at  that,  he  was  editor  of  the  Lexington 
the  Poynter  Institute  in  St.  Peters-  (Ky.)  Herald- Leader.  He  worked 
burg,  Fla.,  said  Puerner  and  for  T/ie  Sun  from  1966  to  1972  as  j 
Sentinel  Editor  John  Haile  have  city  reporter,  then  as  the  paper’s  wa 
helped  expand  their  paper’s  pres-  correspondent  in  Vietnam.  He  cov 


revealed  that  the  paper  agreed  to 
share  profits  from  a  Sunday  maga- 


ence  via  cable  TV  and  the  Internet, 
making  it  a  model  of  the  parent 
company’s  multimedia  approach. 

Pohlman  said  Haile,  who  has 
been  editor  since  1985  —  during 
which  time  the 
paper  has  won 
three  F^ilitzers  — 
could  be  a  likely 
candidate  to  re¬ 
place  Puerner. 

Carroll,  58, 
became  editor  of 
The  Sun,  daily  cir¬ 
culation  315,000, 
in  1991.  Before 


for  The  Sun  from  1966  to  1972  as  a  zine  issue  with  the  Staples  Center 
city  reporter,  then  as  the  paper’s  war  sports  arena,  which  also  was  the 
correspondent  in  Vietnam.  He  cov-  sole  subject  of  the  magazine.  The 
ered  the  Middle  East  and  the  White  deal  wasn’t  consummated  and  the 
House  for  The  Sun  before  leaving  to  editorial  staff  didn’t  know  about 
join  The  Philadelphia  Inquirer.  He  the  arrangement  until  after  publica- 
was  named  Editor  of  the  Year  by  the  tion,  but  Downing  was  criticized 
National  Press  Foundation  in  1998.  I  for  putting  the  paper’s  credibility  at 

risk  and  Parks  was  faulted 
for  not  doing  more  to 
\  stop  the  issue. 

1  The  paper 

.  threatened 


Kathryn  Downing  Michael  Parks 


diversity 


ASNE  Pres¬ 
ident  N.  Chris¬ 
tian  Anderson 


1  ^  controversy 

att  last  week  when 
some  200  edi- 
torial  employ- 
ees  signed  a 
petition  protesting  the  paper’s 
Carroll,  whose  managing  editor,  new  multimedia  ad  campaign  set  to 
William  K.  Marimow,  was  men-  launch  April  16.  The  ads  are  meant 
tioned  as  a  possible  successor,  said  to  spotlight  readers’  emotional  con- 
he  couldn’t  comment  on  the  reports  nection  to  the  LA.  Times  by  juxta- 
of  his  promotion.  “I’m  in  an  awk-  posing  dramatic  images,  such  as 
ward  position.  I  don’t  know  what  !  sunbathers  with  a  dead  soldier  in 


County  (Calif.) 
Register,  con¬ 
ceded  the  latest 
survey  shows 
Chris  Anderson  the  industry 
will  not  meet  ASNE’s  so-called 
“benchmark”  goal  for  2001,  which 
would  require  an  increase  of  1.75 
percentage  points  —  a  leap  newspa¬ 
pers  have  never  come  close  to 


III,  publisher  to  tell  you  about  what’s  happening 
of  The  Orange  and  when,  but  I  think  it’ll  unfold 
County  (Calif.)  fairly  quickly.” 


Kosovo  and  bikini-clad  blonde 
women  with  Muslim  women  in 
chadors.  The  petition,  written  by 


Dean  Mills,  journalism  dean  at  reporter  Henry  Weinstein,  stated 
the  University  of  Missouri,  who  that  the  bikini/chador  ad  is  offensive 
worked  with  Carroll  at  The  Sun,  to  both  groups  because  it  ignores 
said  the  paper  has  become  much  the  diversity  of  Southern  California 
livelier,  creative,  and  in  touch  with  and  plays  to  stereotypes.  “Is  the  ad 


its  community  under  Carroll.  “I 
think  John  would  likely  have  a 
calming  influence,  w'hich  is  some¬ 
thing  the  L.A.  Times  needs  right 


accomplishing  in  a  single  year  over  now.  He’s  very  level-headed,  very 
the  22  years  ASNE  has  been  con-  thoughtful,  intellectual.” 


ducting  its  survey. 

—  Mark  Fitzgerald 

www.editorandpublisher.com 


Morale  at  the  LA.  Times  was 


supposed  to  mean  the  blondes  are 
‘us’  and  the  Muslim  women  are 
‘them’?”  asks  the  petition. 

Jim  Helin.  the  LA.  Times'  chief 
marketing  officer,  was  expected  to 
meet  with  editorial  employees  to 
hear  their  concerns,  a  spokesman 


bruised  last  year  when  it  was  I  for  the  paper  said  Friday. 


Tribune  earnings 
rise  18%  in  IQ 

First-quarter  earnings 
before  unusual  items  rose 
18%  to  $86  million,  mainly 
on  the  strength  of  the 
Tribune  Co.’s  broadcasting 
division.  Tribune,  whose 
purchase  of  the  Times 
Mirror  Co.  is  pending, 
reported  32  cents  earn¬ 
ings  per  share  (EPS) 
before  unusual  items, 
matching  estimates. 

Revenue  rose  9%  to  $782 
million.  Publishing  operat¬ 
ing  profit  rose  1%  to  $109 
million  on  higher  ad  rev¬ 
enue  and  lower  newsprint 
costs. 

JRC  reports  EPS 
higher  by  11% 

First-quarter  EPS  for 
the  Journal  Register  Co. 
rose  11%  to  19  cents  a 
share,  matching  esti¬ 
mates.  Total  revenue  rose 
3%  to  $113.2  million.  The 
company,  with  25  daily 
newspapers,  including  the 
New  Haven  (Conn.) 

Register,  said  ad  revenue 
rose  5%  in  the  quarter, 
with  classified  up  6.8%. 

Pulitzer  beats 
estimates 

Pulitzer  Inc.’s  first- 
quarter  earnings  from  con¬ 
tinuing  operations  rose  45 
cents  a  share,  vs.  esti¬ 
mates  of  40  cents,  up 
from  31  cents  a  year  earli¬ 
er.  Ad  revenue  rose  8.1  %, 
led  by  the  flagship  Sf. 

Louis  Post-Dispatch. 

Media  General 
EPS  up  31% 

Earnings  per  share 
rose  31  %  to  55  cents  in 
the  first  quarter,  reflecting 
the  sale  of  Media 
General’s  cable  division  in 
October.  Revenue  rose 
3.8%  to  $199.2  million. 

—  Lucia  Moses 

Continued  on  Page  12 
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PRESIDENT  SEES  A  BRIGHT  FUTURE  FOR  PAPERS  IN  THE  INTERNET  AGE  BY  JOE  STRUPP 


ger,  editor  of  The  Columbian  in 
Vancouver,  Wash.  Koenninger  asked 
j  Clinton  if  he  had  any  critique  of  the 
(  press  during  his  final  year  in  office. 

1^  Smiling,  the  president  responded, 

“I  realize  I’m  not  running  for  anything 
[  anymore,  but  I’m  not  completely 

I  dumb,  either,”  Clinton  quipped,  get- 

I  ting  a  laugh.  “I  know  what  I’ll  get  for 

^  my  constructive  criticism  is  a  bump 

1  on  the  head.” 

'  »  Clinton  then  chose  not  to  bury  but  to 
praise  a  profession  that  he  believes 
M  “has  a  hard  job  to  do.  ...  I  think  it  is 
hard  to  run  a  newspaper  today  in  an 
environment  where  you  are  competing 
with  broadcast  news,  radio,  the 
Internet,  and  entertainment  that  abuts 
news,”  he  said.  “It  is  very  challenging 
to  run  an  old-fashioned  newspaper 
where  you  don’t  get  caught  up  in  one 
point  of  view.” 

mu  Clinton  also  told  the  crowd  that  he 
still  gets  most  of  his  news  from  news¬ 
papers  because  they  are  portable  and 
can  be  read  at  any  time.  “This  will  get  me  in 
trouble  with  the  networks,  but  because  of  my 
schedule,  my  only  source  often  is  newspa¬ 
pers,”  he  said.  “I  watch  CNN  a  lot,  but  I  am 
usually  never  home  in  time  for  the  network 
news,  so  I  rely  on  newspapers.” 

The  president  then  went  on  to  predict  that 
newspapers  will  grow  in  popularity  because 
of  the  increasing  availability  of  information. 
He  said  people  will  want  a  place  to  decipher 
all  of  the  information  they  receive  from  the 
Internet,  TV,  and  niche  publications. 

“This  whole  communications  revolution  is 
exciting,  but  it  runs  the  risk  of  giving  people 
more  information  than  they  ever  have 
received  without  proper  perspective,”  Clinton 
said.  “So  much  of  what  people  will  need  to 
know  about  will  involve  science  and  technol¬ 
ogy,  which  will  need  to  be  better  explained  — 
and  newspapers  do  that  best.” 

Clinton’s  hopeful  outlook  drew  positive 
responses  from  the  ASNE  crowd. 

“It  was  a  ringing  endorsement,”  said  N. 
Christian  Anderson  III,  publisher  of  The 
Orange  County  (Calif.)  Register  and  outgoing 
ASNE  president.  “It  was  significant;  I  was 
overjoyed  by  what  he  said.”  ■ 


Given  a  rare  chance  to  bash 
the  nation’s  newspaper  edi¬ 
tors  face  to  face  for  their 
years  of  attacks  on  every¬ 
thing  from  his  sex  life  to  his  foreign 
policy.  President  Bill  Clinton  last  week 
used  the  opportunity,  instead,  to  tell 
editors  that  he  appreciates  the  difficul¬ 
ty  of  their  jobs  and  believes  newspa¬ 
pers  will  become  more  relevant  in  the 
growing  Internet  Age. 

Addressing  more  than  600  editors  at 
the  annual  American  Society  of 
Newspaper  Editors  (ASNE)  convention 
last  week,  Clinton  predicted  that  the 
“old-fashioned  newspaper”  would 
become  more  important  as  the  Internet 
and  24-hour  news  coverage  expand 
because  newspapers  remain  the  best 
source  for  accuracy  and  analysis. 

“Somebody  still  needs  to  organize 
and  give  perspective  to  all  of  this  infor¬ 
mation  we  are  being  flooded  with,” 
Clinton  said  during  a  luncheon  address 
Thursday.  “People  will  still  need  to 
know  more  than  the  facts.”  His  comments  fol¬ 
lowed  a  short  speech  urging  editors  to  provide 
complete  coverage  of  the  ongoing  budget 
debate  focused  on  the  use  of  the  federal  sur- 


Clinton  said  he  believed  journalists  have  “a  hard  job. 


plus.  He  also  emphasized  the  need  for 
increased  reporting  on  the  2000  census. 

After  the  speech,  Clinton  took  several 
questions,  including  one  from  Tom  Koennin- 


Seeking  to  avoid  “duplication 

of  efforts,”  leaders  of  the  Wf 
American  Society  of  News-  ■ 
paper  Editors  (ASNE)  and  the  ■tCTJi 
Associated  Press  Managing  Editors  iL 
(APME)  will  talk  about  combining 
their  resources.  j 

Only  preliminary,  the  discus-  f. 
sions  could  lead  to  a  merger  of  the  lA  ^ 
two  groups  or,  at  the  very  least,  a  ^ 
stronger  working  relationship,  say  Js'ry  Ce| 
people  familiar  with  the  talks  who  would  not 
speak  for  attribution.  “The  two  sides  want  to 
look  at  how  we  operate,  and  how  to  fix  this 
duplication,  and  part  of  that  could  be  a  merg¬ 
er,”  said  one  APME  official  who  requested 
anonymity.  “Anything  like  that  is  way  down 
the  line,  but  the  discussions  will  begin.” 

APME  President  Jerry  Ceppos,  vice  presi- 


ident  for  news  at  Knight  Bidder,  and 
Rich  Oppel,  incoming  ASNE  presi¬ 
dent  and  editor  at  the  Austin  (Texas) 
American-Statesman,  each  confirm 
the  discussions,  but  downplay  merg¬ 
er  talks.  “There  does  not  have  to  be 
any  certain  outcome,”  Oppel  said. 
“At  a  minimum,  we  will  get  to  know 
each  other  better.” 

No  specific  meeting  dates  have 
been  set,  but  the  two  sides  appointed  a 
six-person  committee  in  Washington  last  week 
during  the  annual  ASNE  convention.  The  com¬ 
mittee  will  consist  of  Oppel,  Cepjjos,  and  two 
other  representatives  of  each  group. 

Both  Ceppos  and  Oppel  said  the  move  was 
prompted  by  members  who  were  seeing  many 
of  the  same  issues,  programs,  and  events  pro¬ 
moted  by  the  two  groups.  —  Joe  Strupp 
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Testimony  set  in  ‘Chronicie’  suit 

MERITS  OF  FORMER  MAYORAL  CANDIDATE’S  CASE  UNDER  MICROSCOPE  BY  JOEL  DAVIS 


Testimony  is  set  to  begin  May  1  in 
former  San  Francisco  mayoral  can¬ 
didate  Clint  Reilly’s  suit  to  halt  the 
Hearst  Corp.’s  $660-million  pur¬ 
chase  of  the  San  Francisco  Chronicle. 

Both  sides  have  agreed  to  bypass  an  April  1 3 
hearing  on  a  preliminary  injunction  and  pro¬ 
ceed  directly  in  May  to  a  full  nonjury  trial,  at 
which  a  judge  will  decide  whether  to  block  or 
allow  the  deal. 

While  legal  experts  say  proceeding  directly 
to  trial  is  not  unusual  —  Hearst  is  essentially 
forcing  Reilly’s  hand  to  bypass  legal  delays  — 
the  merits  of  Reilly’s  suit  are  being  questioned. 

"The  interesting  thing  is  it’s  not  clear  what 
the  legal  relevance  is,”  said  Stephen  Barnett,  a 

‘Enquirer’  ex-editor 
seeks  15M  bananas 

Former  Cincinnati  Enquirer  Editor 
Larry  Beaupre  is  seeking  $15  million 
from  parent  company  Gannett  Co. 
Inc.,  which  he  alleges  made  him  the  scape¬ 
goat  for  the  Enquirer's  botched  Chiquita 
Brands  International  series  in  1998. 

In  the  latest  effort  to  assign  blame  in  the 
series,  Beaupre  claims  in  a  lawsuit  that 
Gannett  mistreated  him  during  its  handling 
of  the  stories  after  Chiquita  threatened  to 
sue.  (Garmett  eventually  retracted  the  stories 
and  reached  a  confidential  $  10-million-plus 
settlement  with  Chiquita  after  discovering 
that  an  Enquirer  reporter  broke  into 
Chiquita’s  voice-mail  system.) 

Although  Beaupre  learned  about  the 
voice-mail  messages  when  other  Gannett 
e.xecutives  did,  “They  have  allowed  him  to 
take  the  public  and  internal  blame,”  Beaupre 
attorney  Samuel  Seymour  said.  “They  prom¬ 
ised  to  defend  him,  and  they  didn’t.”  Sey¬ 
mour  said  he  will  seek  to  make  public  the 
terras  of  the  confidential  settlement  to  show 
they  were  aimed  at  discrediting  Beaupre. 

Gannett  denied  the  allegations,  main¬ 
taining  that  Beaupre  was  directly  involved 
in  editing  the  stories.  Beaupre  has  been  on 
administrative  leave  for  about  a  month 
from  his  job  as  a  Gannett  news  executive. 

—  Lucia  Moses 
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This  whole 
proceeding 
is  divorced 
from  relevant 
law. 


—  Stephen  Barnett 
Boalt  Hall  School  of  Law 


law  professor  and  telecommunications  expert 
at  the  University  of  California  at  Berkeley’s 
Boalt  Hall  School  of  Law.  “This  whole  pro¬ 
ceeding  is  divorced  from  relevant  law.  The  only 
hook  for  the  court  to  hang  its  hat  on  in  blocking 
this  merger  would  be  that  the  deal  is  a  sham.” 

To  prove  the  sale  is  a  sham,  Barnett  said, 
Reilly’s  attorneys  need  to  prove  that  Ted  Fang’s 
family,  which  bought  the  San  Francisco 


Examiner,  has  no  intention  of  making  the 
Examiner  succeed. 

Reilly  attorney  Daniel  Shulman  told  E&P 
that  the  Hearst  acquisition  of  the  Chronicle  will 
create  a  monopoly  in  San  Francisco  because 
the  sale  of  the  Examiner  to  the  Fangs  “has  no 
chance  of  success.” 

While  Hearst’s  S66-million,  three-year  sub¬ 
sidy  of  the  Fang-owned  Examiner  is  unprece¬ 
dented  in  American  newspaper  history,  it  is  not 
enough,  Shulman  said. 

“We  filed  declarations  from  six  people  who 
are  experts  in  the  newspaper  business,  and  their 
unanimous  opinion  is  that  Mr.  Fang  is  going  to 
need  $250  million  to  make  that  paper  survive. 
He  is  getting  less  than  a  third  of  that.” 

“More  financial  support  would  be  beneficial, 
but  I  fully  intend  to  make  the  Examiner  a  suc¬ 
cess  with  the  purchase  agreement  I  reached 
with  the  Hearst  Corporation,”  said  Fang,  who 
has  been  subpoenaed  to  testify  at  the  trial.  ■ 


Proliferating  PressPoint(s) 


PressPoint  entered  its  13th  market  last  PressPoint’: 
month  when  it  began  doing  business  ers,”  said  P 
in  Sydney,  Australia,  in  anticipation  The  FT  i 
of  the  2000  Summer  Olympics  fishing  pari 

—  for  which  it  arranged  avail-  iittivta  ^ 

ability  of  its  Global  Editions 
of  newspapers  from  around 
the  world. 

New  York-based  PressPoint 
sells  the  advertising,  electroni- 
cally  distributes,  and  arranges 
local  printing  of  the  specially 
prepared  editions.  Copies  at 
the  Summer  Games  will  be 
available  at  four  locations 
in  the  Olympic  park  and  tiir 
throughout  Sydney  and  other 
Australian  cities. 

At  the  same  time.  Press- 

Point  added  the  Financial  For  keeping  up  down  under 
Times  to  its  roster  of  publications,  allowing  many,  Czec 
Australians  to  read  the  FTs  Global  Edition  Russia,  anc 
almost  a  day  earlier  than  its  broadsheet  edition,  its  EventV 
The  Global  Edition’s  sheets  share  the  distinc-  Global  Edii 
five  salmon-pink  coloration  of  the  web-printed  of  Automo 
copies’  newsprint.  “We  continue  to  work  with  Detroit,  wl 
the  FT  to  identify  additional  markets  for  which  than  80  cot 


PressPoint’s  service  could  benefit  their  read¬ 
ers,”  said  PressPoint  President  James  Cutie. 

The  FT  is  among  nine  new  PressPoint  pub¬ 
lishing  partners,  bringing  the  total  to  34.  The 
y-,.  ofiiets  aiG  the  U.K.’s  national 
-  Daily  Telegraph',  Aftonbladet 

and  Dagens  Nyheter,  Swe- 
den’s  largest  and  oldest 
dailies;  leading  Italian  dailies 
mm  II  Giomale  and  La  Stampa', 
Korea’s  first  national  newspa- 
per,  Dong-A-Ilbo',  Russia’s 
largest-circulation  newspaper, 
■  Komsomolskaya  Pravda',  and 

au-.  Asharq  Al  Awsat,  one  of  Saudi 

tg?  Arabia’s  most  widely  circulat- 

ed  dailies. 

sr-.::  |  Other  markets  PressPoint 

mmJ  expects  to  enter  this  year  are 
lown  under  Canada,  Italy,  France,  Ger¬ 
many,  Czech  Republic,  Mexico,  New  Zealand, 
Russia,  and  South  Africa.  It  also  reported  that 
its  EventWorks  business  distributed  4,500 
Global  Editions  in  late  February  to  the  Society 
of  Automotive  Engineers  World  Congress  in 
Detroit,  which  drew  participants  from  more 
than  80  countries.  —  Jim  Rosenberg 
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Beating  the  ‘Street’ 

1Q  NUMBERS  ‘AD’  UP  FOR  NEWSPAPERS  BY  LUCIA  MOSES 


Newspapers  are  kicking  off  the  new 
year  with  gusto.  Continued  strong 
ad  spending  powered  profits  in  the 
first  quarter  as  companies  often 
blew  past  Wall  Street’s  earnings  estimates. 

Following  are  summaries  of  the  first-quar¬ 
ter  results  of  a  number  of  publicly  traded 
newspaper  companies  that  issued  earnings 
reports  last  week: 

Gannett  Co.  Inc. 

Strong  ad  demand  at  flagship  USA  Today 
and  contributions  from 
British  newspaper  group 
Newsquest  PLC,  which 
Gannett  bought  in  July 
1 999,  drove  earnings 
at  the  nation’s  largest 
newspaper  company  by 
circulation.  Earnings  per 
share  (EPS)  from  contin¬ 
uing  operations  rose 
22%  to  74  cents,  I  cent 
above  analysts’  esti¬ 
mates. 

Newspaper  operating 
cash  flow  rose  25%  to  $369.7  million  in  the 
first  quarter.  Pro  forma  ad  revenue  was  up 
6%,  including  a  1 6%  gain  in  national,  7% 
increase  in  classified,  and  I  %  decline  in  local. 
At  USA  Today,  paid  ad  pages  increased  1 7% 
over  the  same  period  last  year  while  ad  rev¬ 
enue  grew  24%. 

New  York  Times  Co. 

The  New  York  Times  Co.  reported  35% 
higher  earnings  and  1 8%  higher  ad  revenue, 
thanks  to  continued  strength  in  the  national 
and  help-wanted  categories.  Leading  the 
growth  were  The  New  York  Times  and  The 
Boston  Globe,  where  ad  revenue  grew  1 9.9% 
and  13.3%,  respectively. 

The  company  reported  earnings  of  $83 
million,  or  47  cents  per  share,  compared  with 
$61.4  million,  or  34  cents  per  share,  a  year 
earlier,  financial  analysts  polled  by  First  Call 
Corp.  had  expected  43  cents  EPS. 

The  company  said  total  revenue  was  $843 
million,  up  14.1%,  due  partly  to  contributions 
from  the  Worcester,  Mass.,  Telegram  & 
Gazette,  which  the  Times  Co.  acquired  Jan.  7. 
Despite  3.7%  lower  newsprint  expense. 


total  costs  increased  10.3%,  due  mainly  to  the 
j  expansion  of  the  Times  newspaper  nationally 
I  and  the  company’s  Internet  unit.  New  York 
Times  Digital.  Digital-related  revenue  grew 
202.6%  to  $1 1.6  million  because  of  strong  ad 
growth,  but  operating  losses  nearly  doubled 
to  $10  million  as  a  result  of  increased 
staffing,  promotions,  and  expansion. 

Dow  Jones  &  Co.  Inc. 

j  Ad  growth  at  The  Wall  Street  Journal  pow- 
I  ered  profits  at  parent  Dow  Jones  past  expecta¬ 
tions  in  the  first  quarter. 
Earnings,  excluding 
special  gains,  were 
$79.2  million,  or  88 
cents  per  share,  com¬ 
pared  with  $40.9  mil¬ 
lion.  or  44  cents  per 
share,  in  first-quarter 
1999.  Analysts  had 
called  for  80  cents 
EPS,  according  to  a 
First  Call  survey. 

Total  revenue  grew 
25%  to  $579  million. 
Print  publishing  revenue  rose  35%  to  $39 1  mil- 
j  lion,  led  by  38.2%  per-issue  ad  linage  gains  at 
i  the  Journal.  Ottaway  community  newspapers’ 
revenue  grew  9. 1  %  to  $80.7  million. 

In  electronic  publishing,  revenue  rose  10% 

I  to  $107.3  million.  At  wsj.com,  revenue  jumped 
I  1 14%  while  the  number  of  subscribers  rose 
!  55%  to  438,000  over  the  year-ago  period.  The 
!  company  repeated  earlier  statements  that  it 
j  continues  to  consider  issuing  a  tracking  stock 
^  for  some  or  all  of  its  Internet  assets. 

E.W.  Scripps  Co. 

Category  TV  led  earnings  in  the  first  quar¬ 
ter,  while  Scripps’  Denver  newspaper  war  with 
I  MediaNews  Group  Inc.  continues  to  take  its 
toll  on  the  newspaper  division.  The  company 
reported  earnings  of  $33.6  million,  or  43  cents 
j  per  share,  a  5%  increase.  Revenue  rose  9.2% 
!  to  $410.8  million. 

I  Operating  cash  flow  in  the  newspaper  divi- 
i  sion  declined  4.3%to  $62.5  million  as  Scripps’ 
Denver  Rocky  Mountain  News  continues  its 
efforts  to  gain  market  share  there.  Total  news¬ 
paper  revenue  rose  3.7%  to  $230  million,  with 
ad  revenue  up  6.2%  to  $177  million.  ■ 


calendar 

calendartgeditoranclpublisf^ 

APRIL 

27-28  Native  American  Newspaper  Career 
Conference  (For  High  School  and  College 
Students),  American  Society  of  Newspaper 
Editors,  Freedom  Forum  Neuharth  Center, 
Native  American  Journalists  Association,  and 
South  Dakota  Newspaper  Association,  Crazy 
Horse  Memorial,  Custer,  S.D. 

24  “How  to  Sell  Print  &  Broadcast 
Advertising  to  E-Brands,”  Adweek 
Conferences  and  Laredo  Group,  Marriott 
Marquis,  New  York 

30- 2  SABEW  37th  Annual  Convention, 
Society  of  American  Business  Editors  and 
Writers,  Sheraton  Colony  Square  Hotel, 

Atlanta 

MAY 

7-10  NAA  Annual  Convention  2000, 
Newspaper  Association  of  America, 
Waldorf-Astoria,  New  York 

8  AP  Annual  Meeting,  The  Associated  Press, 
St.  Bartholomew’s  Church,  New  York;  AP 
Annual  Luncheon,  The  Associated  Press, 
Waldorf-Astoria,  New  York 

10- 12  AAIND  Distributor  Education 
Institute,  American  Association  of 
Independent  News  Distributors, 

Radisson  Hotel,  Branson,  Mo. 

11- 13  “Entering  the  New  Millennium,”  AAAA 
2000  Management  Conference,  American 
Association  of  Advertising  Agencies,  Fairmont 
Southampton  Princess,  Bermuda 

21-24  ONO  Annual  Conference, 

Organization  of  News  Ombudsmen, 
Ritz-Carlton  Hotel,  Montreal 

23-26  “Marketing  the  Revolution:  From 
Products  to  Brands,”  70th  Annual  INMA 
World  Congress  of  Newspaper  Marketing, 
International  Newspaper  Marketing 
Association,  Fairmont  Hotel,  New  Orleans 

26-28  Millennium  Reuben  Awards 
Convention,  National  Cartoonists  Society, 
World  Trade  Center  Marriott,  New  York 

31- 3  AAN  23rd  Annual  Convention, 
Association  of  Alternative  Newsweeklies, 
Arizona  Biltmore,  Phoenix 

JUNE 

15-20  Newspapers  2000,  Newspaper 
Association  of  America,  San  Francisco 
Marriott  and  Moscone  Center,  San  Francisco 

20-22  AAF  American  Advertising 
Conference,  American  Advertising  Federation, 
Caesars  Palace,  Las  Vegas 

30-1  NPPA  National  Convention,  National 
Press  Photographers  Association,  Grand 
Hyatt,  San  Francisco 

Note:  To  list  events,  please  fax  to  Calendar  Editor  at 
(212)691-7287. 

Additional  information  about  these 
and  future  events  can  be  found  at 
http://www.editorandpublisher.com/ep 
home/events/eventshtm/calendar2k.htm 


Revenue  jumped 
114%  at  wsj.com, 
while  the  number 
of  suhscribers  rose 
55%  during  the 
first  quarter. 
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(HJOTEOFTHEWEEK 


THIS  WILL  GET 
ME  IN  TROUBLE 
WITH  THE  [TV] 
NETWORKS,  BUT 
BECAUSE  OF  MY 
SCHEDULE,  MY 
ONLY  SOURCE 
[OF  NEWS]  OFTEN 
IS  NEWSPAPERS. 


cMa#«)uMr 

•  WWHbr  ti  •  <*.>: 

liiK  ^utcal  Ui  San  ni  Tn« 


Picketing?  Sit-ins? 

*111#  JOA  wM  cnrMMlv 

Violence?  Once  again,  ,  """ 

the  preferred  method 

of  protest  seems  to  ^  L  H 

be  the  pseudonews-  ^  t  ■ 

<'  CA/MMfa.  T 

paper.  ^ 

Last  Wednesday,  ^ 

The  Washington  Post 

was  wrapped  with  a  ..ISriK 

look-alike,  parody  ^3Zr“ 

front  page  at  several 

newspaper  boxes  in 

TVpaptrSi^ 

the  nation’s  capital. 

The  fake  page, 

-The  Wash-  * 

ington  Lost,”  pro- 
the  World 
Inter- 

national  Monetary 
meet- 

ing  held  last  week. 

The  false  “Post”  fea- 

tured  a  photo  of  the  pie-in-the-face  assault  on  IMF 
Managing  Director  Michel  Camdessus  at  a  conference 


Hjon  land,  on  Feb.  13.  He  retired 

ns  IMF  head  the  next  day. 

The  parody  didn’t  stop  at 
politics,  though,  taking  a  shot 
at  the  Michael  Jordan-run 
Washington  Wizards  of  the 
National  Basketball  Asso- 
elation  with  the  headline, 
“As  ends,  Jordan 

urges  Wizards  to  try 

In  a  a 

group  called  Shiftdough 
.org  in  January  wrapped 
im^^^BBHpi  a  parody  front  page 
around  some  USA 
Today  copies,  calling  for  Pentagon  budget  money  to 
be  allocated  to  “human  needs.”  —  Jason  Williams 


—  President  Clinton 
at  the  2000  covention 
of  the  American  Society 
of  Newspaper  Editors 


biaCK  &  wniie  chairman  and  Times  Publisher  agency  directing  the  Times'  Chi-  al  affairs  at  George  Washington 

&  red  all  over  Arthur  O.  Sulzberger  Jr.  said  at  nese  marketing  effort.  University.  “Most  Chinese  consid- 

The  New  York  Times  is  painting  last  week’s  American  Society  of  But  that’s  news  to  many  Chinese  er  red  a  lucky  color.” 

Chinatown  red.  Newspaper  Editors  convention,  contacted  by  E&P.  “Our  national  Times  Vice  President  of  Mar- 

As  part  of  a  marketing  cam-  “But  we  just  discovered  that  that  flag  has  blue  in  it,”  noted  Eric  keting  Services  Alyce  Myers  said 
paign  aimed  at  Chinese  Ameri-  for  marketing  newspapers  in  Chang,  director  of  information  at  the  color  change  is  an  example  of 
cans,  the  Times  has  changed  all  its  Chinatown,  blue  is  a  lousy  color.  Taiwan’s  trade  mission  in  Wa.sh-  the  paper  being  “smart  and  sensi- 
vending  boxes  in  New  York’s  eth-  It’s  a  color  of  bad  luck.”  ington.  “I  don’t  think  there’s  a  tive”  in  its  ethnic  marketing, 

nic  Chinese  neighborhoods  from  Among  some  Chinese  Ameri-  pejorative  connotation,  although  “Were  people  waking  down 
its  traditional  white  on  blue  to  cans  and  nationals,  especially  those  we  do  say,  like,  ‘He’s  feeling  blue.’  Canal  Street  and  avoiding  the 

yellow  on  red.  from  Taiwan,  blue  —  and  especial-  I  think  we  got  that  from  English.”  boxes  because  they  were  blue? 

"Our  vending  boxes  are  blue  ly  blue  on  white  —  is  associated  “It’s  not  that  blue  is  bad  —  it’s  No,”  added  Moskowitz.  “But  it’s 
because  that’s  the  color  chosen  with  death,  said  Larry  Moskowitz,  just  that  red  is  better,”  said  George  just  that  the  r//n^5  wanted  to  dot  all 
by  my  father.  And  it’s  a  lovely  director  of  strategic  marketing  for  Wang,  associate  professor  of  the  ‘i’s  and  cross  all  the  ‘t’s  for  this 
color,”  New  York  Times  Co.  Kang  and  Lee,  the  New  York  Chinese  language  and  intemation-  campaign.”  —  Mark  Fitzgerald 
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NOTHING  ATTRACTS  THE  WORLD'S  TOP  WEB 
PUBLISHERS  LIKE  OPEN  ADSTREAM 

The  world’s  top  publishers  are  drawn  to  Open  AdStream  for  a  very  simple  reason  —  it’s  the  most  highly-scalable 
and  reliable  Internet  advertising  solution  available.  Just  ask  The  New  York  Times,  MP3,  Salon.com,  Bloomberg,  Playboy 
and  hundreds  of  others  who  rely  on  Open  AdStream  as  their  Internet  advertising  solution  every  day. 

Find  out  for  yourself  why  the  top  names  on  the  Internet  are  drawn  to  Open  AdStream. 
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Tampa  bedeviled 
by  St.  Pete  spoof 

Tampa  Bay  Devil  Ray  offi¬ 
cials,  upset  over  a  spoof  that 
appeared  in  the  sports  section  of 
the  St.  Petersburg  (Fla.)  Times, 
removed  all  copies  of  the  daily 
Irom  Tropicana  Field  during  an 
April  9  game  against  the 
Cleveland  Indians. 

The  spoof  of  Vince  Naimoli, 
managing  general  partner  of  the 
Devil  Rays,  suggested  that 
James  Gandolfini,  star  of 
HBO’s  “The  Sopranos,”  play 
Naimoli  in  an  movie  about 
pitcher  Jim  Morris. 

The  newspapers  were  re¬ 
moved  from  all  news  racks 
inside  the  stadium,  and  St.  Pete 
Times  carriers  were  not  permit¬ 
ted  in  the  stadium.  Team  offi¬ 
cials  insisted  that  the  removal  of 
the  newspaper  does  not  violate 
the  marketing  agreement  the 
team  has  with  the  Florida  daily 
and  said  they  were  bothered  by 
the  “implications”  of  the  spoof. 

Naimoli  has  threatened  legal 
action,  according  to  the  Times. 

For  immediate 
release  (Not!) 

Houston  day  trader  Fred 
Moldofsky,  43,  faces  as  many  as 
10  years  in  prison  and  a  $1- 
million  fine  after  being  charged 
with  securities  fraud  March  3 1 
for  posting  a  phony  Lucent 
Technologies  press  release  nine 
days  earlier. 

Moldofsky  allegedly  traded 
about  6,000  shares  of  Lucent, 
which  fell  by  as  much  as  3.6% 
during  trading  the  day  after  the 
phony  press  release  warning  of 
a  quarterly  earnings  shortfall. 

Shieldless  reporter 
hides  behind  notes 

The  Court  of  Appeals  in 
Washington  state  has  agreed  to 
decide  whether  a  journalism 


professor  must  surrender  his 
notes  for  a  Columbia 
Journalism  Review  story  to 
reporters  suing  The  Arizona 
Republic  in  Phoenix. 

In  agreeing  to  review  the 
case,  the  Court  of  Appeals  has 
postponed  a  Kings  County 
Superior  Court  order  that  Doug 
Underwood,  a  University  of 
Washington  journalism  profes¬ 
sor  and  free-lance  writer,  surren¬ 
der  his  notes. 

The  case  is  the  first  time  the 
Washington  appeals  court  has 
reviewed  such  a  case.  Because 
the  state  has  no  shield  law, 
Underwood  is  arguing  his  notes 
are  protected  by  the  First 
Amendment. 

The  case,  ironic  because  it 
pits  journalist  against  reporters, 
concerns  a  defamation  lawsuit 
by  18  laid-off  reporters  at  the 
Republic.  Underwood  has 
already  testified  in  the  case,  but 
attorneys  for  the  reporters  want 
to  see  his  notes.  If  the  appellate 
court  sides  with  Underwood,  his 
notes  will  stay  protected.  If  it 
agrees  with  the  Superior  Court 
order,  he  could  face  jail. 

The  ‘Giant’  wall 
keeps  crumbling 

Citing  the  Los  Angeles  Times' 
much-criticized  partnership  with 
the  Los  Angeles  Staples  Center, 
the  San  Francisco  Chronicle  has 
taken  the  unusual  step  of 
explaining  to  readers  the  rela¬ 
tionship  between  its  newsroom 
and  its  marketing  and  advertis¬ 
ing  activities. 

In  an  April  9  article  titled  “A 
‘Giant’  Wall  Between  Marketing 
and  Newsroom,”  Chronicle 
Managing  Editor  Jerry  Roberts 
informed  readers  of  a  large 
Chronicle  advertisement  at  the 
San  Francisco  Giants’  new  base¬ 
ball  stadium.  Pacific  Bell  Park, 
and  other  marketing  and  spon¬ 
sorship  contracts  of  the 
Chronicle  and  its  publishing 


arm,  the  San  Francisco 
Newspaper  Agency. 

“In  the  wake  of  the  Staples 
controversy,  newsrooms  across 
the  country,  including  this  one, 
re-examined  their  internal  ethics 
guidelines  and  policies  in  an 
effort  to  ensure  that  financial 
pressures  do  not  shape  or  influ¬ 
ence  editorial  coverage,” 

Roberts  wrote. 

‘Journal-Constitution’ 
settles  immigrant  suit 

The  Atlanta  Journal- 
Constitution  agreed  to  settle  a 
lawsuit  that  charges  the  paper 
with  discrimination  during 
hiring.  The  Associated  Press 
reports. 

The  Atlanta  daily,  owned  by 
Cox  Newspapers  Inc.,  will  pay 
$76,925  in  civil  penalties  and 
$4,996  in  back  pay  to  two 
immigrants  who  earlier  were 
denied  jobs  because  the  compa¬ 
ny  refused  to  recognize  valid 
documentation. 

The  paper  also  must  correct 
hiring  policies  and  receive  train¬ 
ing  from  the  U.S.  Justice 
Department.  The  paper  hired 
both  immigrants  as  part  of  the 
settlement. 

Yolanda  Hernandez  filed  a 
complaint  in  November  after 
her  Social  Security  card  and  dri¬ 
ver’s  license  were  rejected  as 
identification.  The  newspaper 
discovered  another  applicant 
had  been  denied  a  job  on  the 
same  grounds,  so  the  paper 
reported  the  case  to  the  Justice 
Department. 

Gore:  Neu^aper 
made  me  idealist 

Reminiscing  about  his  five 
years  as  a  reporter  and  editorial 
writer  at  The  Tennessean  in 
Nashville,  Vice  President  A1 
Gore  told  the  American  Society 
of  Newspaper  Editors  conven¬ 
tion  Wednesday  that  journalism 
revived  his  idealism  after  he 


returned  from  military  service  in 
the  Vietnam  War  “as  thoroughly 
a  disillusioned  a  young  man  as 
you’d  ever  want  to  meet. 

“It  was  through  the  profes¬ 
sion  of  journalism  that  I  redis¬ 
covered  what  is  so  precious 
about  this  country  and  how 
democracy  worked  —  and  that’s 
going  to  sound  a  little  corny,” 
Gore  said.  Covering  local  gov¬ 
ernment,  he  added,  “I  began  to 
have  trouble  keeping  my  objec¬ 
tivity  —  keeping 
‘Just  the  facts,  ma’am,’  in 
the  stories.” 

Publisher  probed 
in  political  case 

Roy  Trahan,  publisher  of  the 
3,992-circulation  Cheboygan 
(Mich.)  Daily  Tribune,  has  been 
placed  on  leave  while  authori¬ 
ties  investigate  allegations  that 
he  may  have  given  special 
advertising  rates  to  mayoral  can¬ 
didate  Tom  Verwys  during  his 
campaign. 

The  Cheboygan  police 
department  received  a  complaint 
alleging  that  Verwys  was 
charged  less  for  advertisements 
in  the  paper  than  Mayor  Bill 
Cblopan,  a  violation  of  the 
Michigan  Campaign  Finance 
Act.  Trahan  was  a  supporter  of 
Verwys  campaign,  writing  a  col¬ 
umn  in  the  Tribune  endorsing 
his  candidacy. 

Adrienne  Janney,  former  edi¬ 
tor  of  the  Tribune,  told  The 
Associated  Press  that  she  had 
issued  the  complaint  and  was 
fired  by  Trahan  shortly  after. 

She  intends  to  file  a  lawsuit 
against  Trahan  for  wrongful  ter¬ 
mination.  Trahan  said  her  dis¬ 
missal  was  due  to  the  improper 
handling  of  a  sexual  assault  trial 
story,  reported  the  AP. 

—  Reported  and  written 
by  Joel  Davis, 
Mark  Fitzgerald, 
and  Jason  Williams 
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A  national  news  weeki 
for  local  newsDaoers 


Depth.  Context.  Understanding.  And  MonitorWeek  builds  traffic 
That's  what  discriminating  for  the  local  paper's  Web  site 


r  ^  : 


Christian 

-“.Science 

Monitor 


readers  want  from  the  news, 


with  a  content-rich  online 
edition  -  including  access  to 
the  deepest  newspaper  archive 
on  the  Web. 

MonitorWeek  -  for  demanding 
newspaper  readers  everywheraj 


but  as  newspapers  grow  ever 
more  local,  many  of  their  best 
readers  are  turning  elsewhere 
for  penetrating  coverage  of 
national  and  global  issues. 

Now  there's  an  answer: 
MonitorWeek. 


A  GREAT  WEEKEND  READ 


Featuring  the  scope,  depth  and 
clarity  of  the  world-renowned 
Christian  Science  Monitor,  this 
colorful  12-page  tab  is  timed  for 
weekend  editions  but  holds  up 
all  week.  ^ 


For  more  information  call 
Dan  Lawrence. 
Business  Manager 
617-450-2662 


Fourth 


By  Lucia  Moses 


A  chain  of  one’s  own: 
Former  Gannett  exec 
makes  it  all  happen 


W.  DeBernier  “Bern” 
Mebane  had  climbed 
the  executive  ladder  at 
Multimedia  Newspaper 
Co.  for  28  years,  rising 
to  president.  He  joined  Gannett  Co.  Inc. 
when  it  bought  Multimedia  in  1995,  and  was 
becoming  a  rising  star  there  when  he  got  the 
devastating  news  that  he  might  have  colon 
cancer. 

Thankfully,  it  was  a  false  alarm.  But  it 
pushed  the  Rutherfordton,  N.C.,  native  to 
make  a  life-altering  decision. 

“That  is  what  led  me  to  think,  hey,  let’s 
smell  the  roses  for  a  while,”  said 
Mebane. 

Mebane  and  longtime  friend  and  for¬ 
mer  Multimedia  board  member,  Dexter 
Hagy,  had  talked  over  the  years  about 
starting  a  newspaper  company  together. 

So,  at  age  50,  Mebane  quit  last  year  as 
senior  group  president  of  Gannett’s 
Piedmont  Newspaper  Group  in  the 
Southeast,  and  called  up  his  old  friend, 
who  had  started  a  private  equity  firm, 
Vaxa  Capital  Partners  in  Greenville,  S.C. 

“I’ve  known  him  for  a  long  time,” 
Hagy  said  of  Mebane.  “He’s  a  very  bright, 
articulate,  inspiring  person  who’s  Just  full  of 
energy.  He  has  terrific  leadership  skills  and  is 
very  insightful.  All  of  these  are  great  attrib¬ 
utes  for  an  entrepreneur.” 

The  pair  formed  a  new  company.  Crescent 
Publishing  Co.,  and  started  scouting  for 
newspapers  in  growing  Southeastern  markets 
with  strong  managers  and  clustering  poten¬ 
tial.  They  passed  up  about  a  dozen  deals  until 
settling  on  a  group  of  weekly  and  semiweek¬ 
ly  papers  in  Alabama,  owned  by  Denny 
Thomas  and  Gulf  Coast  Newspapers  Inc. 

The  purchase,  announced  earlier  this 
month,  involves  seven  papers  with  a  com¬ 
bined  paid  circulation  of  19,100,  plus  a  num¬ 
ber  of  specialty  publications.  Terms  were  not 
disclosed.  James  G.  Walther,  another  former 


Small-market 
newspapers  are 
not  under  the 
radar  screen 
of  the  Internet, 
but  their  utility 
makes  them  good 
for  the  long  term. 

_  — “Bern”  Mebane 

Crescent  Publishing 


Gannett  executive  who 
had  worked  with  Mebane, 
was  named  publisher  of 
the  group. 

Community  newspa¬ 
pers  may  not  produce 
the  highest  returns  in  the 
industry,  but  regional  pub¬ 
lishers  such  as  Crescent 
like  them  because  they’re  reasonably  low  risk. 

“Small-market  newspapers  are  not  under 
the  radar  screen  of  the  Internet,  but  their  util¬ 
ity  makes  them  good  for  the  long  term,” 
Mebane  said. 

Small-market  newspapers  fit  with  Vaxa’s 
strategy  of  looking  for  low-risk  places  to  put 
its  money.  The  firm’s  other  investments 
include  telecommunications  and  plastics 
companies. 

“We’re  not  trying  to  hit  home  runs,”  Hagy 
said.  “We’re  a  lot  more  comfortable  hitting 
singles  or  doubles.” 

Others  share  that  view,  which  has  helped 
keep  prices  high  for  newspapers  of  all  sizes. 

“It  looks  like  a  seller’s  market.  Newsprint 
prices  are  low,  [newspaper]  prices  are  phe¬ 
nomenal,”  Mebane  said. 


Crescent  already  has  a  number  of  other 
possible  purchases  on  the  table.  The  partners 
will  be  looking  at  papers  ranging  from 
35,000  to  40,000  circulation  in  markets 
where  annual  retail  sales  growth  is  5%  to 
10%.  (The  papers  Crescent  just  bought  serve 
Alabama’s  Gulf  Coast  region  in  Baldwin 
County,  where  annual  retail  sales  growth  has 
averaged  13%  since  1992.) 

Mebane  said  his  newspapers  will  have  a 
local  focus  and  be  cost-conscious,  but  not 
overly  so. 

“Good  margins  are  not  synonymous  with 
bad  products,”  he  said.  ■ 

‘K.C.  Star’  seeks  expansion 

Freed  from  a  court  decree  limiting  its 
expansion.  The  Kansas  City  (Mo.)  Star  is 
continuing  its  area  growth. 

The  paper  signed  a  letter  of  intent  to  buy 
the  thrice-weekly  Lee’s  Summit  Journal, 
weekly  Star-Herald  in  Belton,  and  weekly 
Cass  County  Democrat-Missourian  in 
Harrisonville,  total  circulation  about  17,360, 
from  the  Clark  Murray  family. 

Since  a  1957  antitrust  consent  decree  pro¬ 
hibiting  it  from  buying  smaller  papers  was 
lifted  last  year,  the  Star  has  bought  two  other 
papers,  both  from  Keltatim  Publishing  Co.: 
The  Olathe  (Kan.)  Daily  News,  circulation 
10,000,  and  The  Lee’s  Summit  (Mo.)  Tribune, 
distribution  25,000. 

Md.  publisher  explores  options 

Great  Southern  Printing  and  Manufac¬ 
turing,  owner  of  The  Frederick  (Md.)  Post 
and  The  News  in  Frederick,  announced  it  “is 
exploring  strategic  alternatives  for  the  future 
capital  structure,  organization,  and  owner¬ 
ship  of  the  company.” 

In  addition  to  the  two  dailies,  combined 
circulation  40,700,  Great  Southern  also  oper¬ 
ates  cable  and  Internet  businesses.  Dirks,  Van 
Essen  &  Murray  was  hired  to  assist  in 
exploring  options  for  the  company. 

Virginia  weekly  sold 

JGF  Media  sold  the  weekly  Charlottes¬ 
ville  &  Albemarle  (Va.)  Observer,  free  distri¬ 
bution  25,000,  to  Main  Street  Media.  Jeff 
Peyton  was  named  publisher.  Larry  Grimes 
of  W.B.  Grimes  &  Co.  represented  JGF.  No 
sales  price  was  disclosed. 
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They  get  the  awards. 

The  community  gets  the  reward. 


Ken  Armstrong  Steve  Mills  Maurice  Possley 


Congratulations  to 

Ken  Armstrong,  Steve  Mills  and  Maurice  Possley  on  winning  the 

James  Polk,  Scripps  Howard  and  Peter  Lisagor  awards 

for  public  service  journalism.  Their  hard-hitting  series 
“The  Death  Penalty”  and  “Trial  and  Error”  revealed 
how  justice  is  applied,  and  misapplied,  in  Illinois. 

You  can  find  these  articles,  photos  and  more 
at  chicagotribune.com 


(fhitagoJribunc 


.viewpoint 


Diversity’s  low  priority 
reaps  low  numbers 

A  few  weeks  ago  in  this  space,  we  compared  the  newspaper  industry’s  annual 
efforts  on  diversity  to  the  baseball  season  —  a  cycle  of  games  played  out  over  the 
spring  and  summer  in  a  far  more  desultory  way  than  even  the  version  jaded  Major 
Leaguers  play  these  days.  Well,  last  Tuesday  was  diversity  season’s  Opening  Day  as 
the  American  Society  of  Newspaper  Editors  (ASNE)  released  its  latest  survey  of 
minority  newsroom  employment.  The  first  pitch  has  barely  been  thrown  —  and  the 
best  anybody  can  say  after  seeing  the  awful  results  is,  “Wait  till  next  year.” 

We  hate  to  say  we  told  you  so,  but  ASNE’s  cold,  hard  —  and  irrefutably  complete 

—  statistics  document  yet  again  how  badly  newspapers  are  botching  the  effort  to  hire 
a  journalistic  work  force  that  reflects  America.  And  once  more,  we  can’t  help  but  think 
that  this  poor  performance  stems  from  treating  diversity  not  as  a  day-to-day  priority  for 
newspaper  managers  —  but  as  a  seasonal  affair  best  handled  with  a  few  breast-beating 
seminars  and  some  stabs  at  recruitment  during  the  conventions  of  minority  journalist 
associations,  after  which  the  whole  subject  is  ignored  for  another  year. 

The  problem  is,  when  it  comes  to  diversity,  this  industry  is  running  out  of  tomor¬ 
rows.  That  was  clear  from  the  justifiably  outraged  reactions  with  which  journalists  of 
color  greeted  the  latest  survey.  ASNE  found  that  in  a  nation  where  racial  and  ethnic 
minorities  constitute  about  28%  of  the  general  population,  people  of  color  hold  just 
1 1 .85%  of  newsroom  jobs  at  daily  papers.  In  its  release,  ASNE  chose  to  focus  on  one 
of  the  few  bright  spots  in  the  survey  by  noting  that  the  glacial  0.3  percentage-point 
increase  over  last  year  is  actually  the  fastest  progress  the  industry  has  made  in  half  a 
decade.  But  even  good  editors  sometimes  bury  the  lead:  The  real  story  is  that  for  the 
first  time  in  the  22  years  ASNE  has  been  gathering  these  statistics,  the  percentage  of 
black  journalists  actually  fell,  from  5.36%  last  year  to  5.31%.  The  industry  added 
some  1,100  journalists  to  its  work  force  last  year.  Only  31  were  African  American. 

Not  surprisingly,  African  Americans  and  other  journalists  of  color  are  infuriated. 
“Clearly,  black  folk  are  not  as  important  to  this  industry  at  this  time,  if  we’re  not  see¬ 
ing  an  increase  in  the  numbers,”  National  Association  of  Black  Journalists  (NABJ) 
President  Will  Sutton  said  in  his  first  reaction  to  the  study.  “As  an  organization,  NABJ 
may  have  to  reassess  how  much  of  our  energy  we’re  going  to  put  into  newspapers.” 

Sutton  knows  from  his  own  experience  as  the  chief  newsroom  recruiter  at  The 
News  &  Observer  in  Raleigh.  N.C.,  that  progress  on  diversity  can  be  much  more 
rapid.  Since  the  beginning  of  1997,  the  percentage  of  minorities  in  The  N&O  news¬ 
room  has  climbed  from  less  than  12%  to  17%  today.  The  leaders  of  ASNE  know  it 
can  be  done,  too.  That’s  evident  from  the  percentages  of  minority  journalists  at  their 
own  papers:  1 8.5%  at  ASNE  President  Chris  Anderson’s  The  Orange  County  (Calif.) 
Register,  for  example,  and  20.3%  at  Vice  President  Richard  Oppel’s  Austin  (Texas) 
American-State  sman. 

Newspapers  have  a  choice:  They  can  immediately  make  diversity  a  real  priority  or 
they  can  spend  another  season  going  through  the  motions  with  a  little  infield  chatter 

—  and  find  themselves  playing  to  empty  bleachers. 
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‘E&P’  passes  the  test 

It  often  happens  that  new  owners  are  quick¬ 
ly  put  to  the  test,  and  I  must  say  E&P  came 
through  brilliantly  with  its  massive  coverage 
of  “The  World’s  Greatest  Newspaper  Deal” 
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YEARS  AGO  ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  April  15,  1950 

For  the  third  successive  year,  daily 
newspaper  expenses  increased  more  per¬ 
centagewise  than  revenues  in  1949, 
according  to  the  annual  E&P  cross- 
section  survey  of  dailies  in  four  circula¬ 
tion  groups. 

Robert  L.  Chase,  managing  editor  of 
the  Rocky  Mountain  Ifews  in  Denver,  kept 
after  a  story  for  19  years  and  finally  got 
it  last  week  when  Pearl  O’Loughlin 
talked  with  him  in  the  Canon  City  (Colo.) 
penitentiary. 


involving  the  Tribune  Co.’s  bid  for  the  Times 
Mirror  Co.  [E&P,  March  20].  You  covered  all 
the  angles  and  all  the  personalities  in  detail 
while,  in  the  same  issue,  running  an  equally 
thorough  breakdown  of  the  Thomson  News¬ 
papers  sell-off.  As  Charles  Doud  said  in  his 
letter  the  same  week,  you  are  proving  to  be 
good  news  for  the  news  business. 

Ian  Brodie 
Washington  correspondent 
The  Times 
London 

On  the  national  ad  rate  debate 

I  read  with  interest  the  story  about  ad  agen¬ 
cies  attacking  newspapers  over  the  national  rate 
differential,  especially  the  assertion  that  uni¬ 
form  rates  might  unleash  a  torrent  of  national 
print  advertising  [E&P,  March  27,  p.  30). 

Our  group  of  seven  community  papers  has 
applied  our  rates  uniformly  for  almost  1 5  years 
with  no  increase  in  the  number  of  national  ads. 
Our  rates  are  determined  by  advertising  inches, 
not  the  location  of  the  advertiser.  Advertising 
agencies  do  pay  a  slightly  higher  rate  because 
it’s  not  up  to  us  to  pay  their  commissions.  This 


. letters 

lett^@edif6rai^^biisi^.com 

applies  to  local  companies  that  use  ad  agencies 
as  well  as  national  advertisers.  Our  dealings 
with  many  ad  agencies  are  characterized  by 
slow  payments,  multiple  requests  for  tear 
sheets,  and  unreasonable  placement  requests  — 
to  name  just  a  few  problems. 

I  empathize  with  any  publisher  who 
charges  higher  rates  for  national  ads  because, 
by  and  large,  they  are  more  expensive  and 
time-consuming  than  local  ads.  Perhaps  if  ad 
agencies  quit  throwing  stones  from  their  glass 
offices,  they  might  find  newspapers  more 
receptive  to  lower  rates. 

James  Moody 
publisher 
The  Star  Group 
Burleson,  Texas 

Correction 

The  April  10  issue  of  £(6P  incorrectly  stat¬ 
ed  that  Access  magazine  is  based  in  Chestnut 
Hill,  Mass.  In  fact,  it  has  moved  to  Needham, 
Mass.  E&P  also  incorrectly  stated  that  Access 
is  carried  by  the  Los  Angeles  Times'  Orange 
County  edition.  It  is  not. 


Sniff  out  the  facts  on  dog  bites  at 


Like  a  good  neighbor, 
State  Farm  is  there.® 


As  the  leading  insurer  of  homes,  State  Farm  settles  thousands 
of  dog  bite  claims  every  year.  That's  why  we've  compiled  information 
about  dog  bites  and  how  to  prevent  them.  For  example: 

•  Dog  bites  are  the  No.1  health  risk  for  children; 
•  One  million  people  seek  treatment  for  dog  bites  each  year. 

For  story  background  on  dog  bites,  visit  statefarm.com"'  and  dick  on  "Media"  or, 
call  State  Farm  Media  Relations:  (309)  766  2086 

State  Farm  Insurance  Companies  •  Home  Offices:  Bloomington,  Illinois 
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The  Village  Voice  salutes 

MARKSCHOOFS 


1999  Pulitzer  Prize 

Winner 

International  Reporting 

For  his  8-part  series 

ADDS:  The  Agony  of  Africa 


iVOICE 

A  Continent  of^Orphans 


To  read  the  entire  series  go  to 
WWW.  village  voice .  com  /  specials  /  af  rica 


Hot  wire  day  for  the  AP:  Martha  Mendoza 

(left)  phones  headquarters  in  New  York  from  Phoenix, 

after  hearing  she’d  share  the  investigative  reporting  prize  this  year 

with  (center)  Randy  Herschaft  and  Charles  J.  Hanley,  and  (right) 

Sang-hun  Choe  (in  dark  shirt),  celebrating  at  The  Associated  Press 

bureau  in  Seoul. 


‘Journal’  bags  two,  ‘Post’  takes  three,  and  Great  Fal 


Sang-hun  Choe,  Charles  J. 
Hanley,  and  Martha  Mendoza) 
into  the  mass  killings  of 
Korean  civilians  by  American 
soldiers  at  No  Gun  Ri  during 
the  Korean  War. 

The  spot-news  and  spot- 
photo  prizes  went  to  The 
Denver  Post  and  the  Denver 
Rocky  Mountain  News,  re¬ 
spectively,  for  their  coverage 
of  the  Columbine  high 
School  shooting  rampage. 

The  Village  Voice,  the 
nation’s  oldest  alternative 
paper,  won  the  international 
reporting  prize  for  Mark 
Schoofs’  series  on  the  AIDS 
crisis  in  Africa. 

The  beat  reporting  prize  went  to  the  St. 
Paul  (Minn.)  Pioneer  Press’  George  Dohr- 
mann,  who  reported  on  academic  fraud  in  the 
University  of  Minnesota’s  men’s  basketball 
program,  which  made  him  the  target  of  much 
criticism  at  the  time. 


The  Washington  Post 

was  the  big  winner  of  fv 

Pulitzer  Prizes  this 
three  of 

the  14  awards  given  journal- 
The  the  high- 

for 
for 
on 

the  mentally 

The  won  criticism 

for  Henry  on 

feature  pho- 
tography,  for  photos  depicting 

the  plight  of  Kosovar  refugees.  High  in  the  Rockies:  Denver  Post  staffers  (left  to  right)  Patricia  Callahan, 
The  other  multiple  award  winner  Michelle  Fulcher,  and  Frank  Scandale  played  a  role  in  winning  report, 
of  the  84th  annual  prizes  was 
The  Wall  Street  Journal,  which  won  for  com¬ 
mentary  by  Paul  A.  Gigot  and  national  report¬ 
ing  for  its  stories  dissecting  U.S.  defense 
spending  and  military  deployment  in  the  post- 
Cold  War  era.  Except  for  public  service,  the 
prizes  all  carry  a  $5,000  award. 


In  something  of  a  surprise,  for  the  first  time 
in  15  years.  The  New  York  Times  didn’t  win  a 
Pulitzer.  The  paper  was  a  finalist  in  four  cate¬ 
gories,  however. 

The  investigative  reporting  prize  went  to  The 
Associated  Press  for  its  extensive  probe  (by 
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PAUL  GIGOT,  THE  WALL  STREET  JOURNAL,  COMMENTARY 
TEAM,  THE  WALL  STREET  JOURNAL,  NATIONAL  REPORTING 


Gigot  and  ‘Journal’ 


By  Sasha  Abramsky 


States.  Gigot  was  hired  by  the  Chicago 
bureau  of  The  Wall  Street  Journal  in  1980. 
Two  years  later,  his  friend  Ricks  also  was 
brought  aboard  by  the  paper.  Shortly  after¬ 
wards,  Gigot  returned  to  Asia,  first  as  a  corre¬ 
spondent,  and  then  as  the  avowedly  conserva¬ 
tive  editor  of  the  Asian  Wall  Street  JoumaTs 
newly  created  editorial  page.  He  returned  to 
the  United  States  to  take  a  one-year  White 
House  Fellowship  at  the  tail-end  of  the 
Reagan  presidency,  and  has  written  a  conser¬ 
vative  political  column  out  of  Washington  for 
more  than  a  decade. 

Last  week,  on  April  10,  Columbia 
University  President  George  Rupp  announced 
that  the  two  friends,  now  both  middle-age, 
were  being  recognized  by  the  Pulitzer  board 
for  their  work. 

Gigot  won  the  Pulitzer  for  best  commen¬ 
tary.  It  was  the  first  editorial  page  Pulitzer  to 
come  the  Journal' %  way  since  1984. 
now  a  firm  apostle  of  the  "moral  superiority”  Ricks,  who  until  recently  covered  the 

The  Los  Angeles  Times'  J.R.  Moehringer  of  market  capitalism,  back  in  the  United  Pentagon  for  the  Journal,  was  the  senior 

won  in  feature  writing  for  his  portrait  of  an 
isolated  Alabama  community  inhabited  by 
many  descendants  of  slaves. 

For  explanatory  reporting,  Eric  Newhouse 
of  the  Great  Falls  (Mont.)  Tribune  won  for  a 
series  examining  the  effects  of  alcohol  abuse. 

The  Orlando  (Fla.)  Sentinel's  John  C.  Bersia, 
whose  analysis  of  predatory  lending  practices 
in  Florida  led  to  changes  in  local  lending  reg¬ 
ulations,  won  the  editorial  writing  award. 

And  the  editorial  cartooning  prize  went  to 
Joel  Pett  of  the  Lexington  (Ky.)  Herald-Leader. 

Entries  with  an  online  component  were 
accepted  in  public  service  for  the  second  year 
in  a  row.  There  were  nine  such  entries  this 
year.  One  newspaper  making  such  a  submis¬ 
sion,  The  Philadelphia  Inquirer,  was  a  final¬ 
ist  for  the  second  year  in  a  row. 

In  the  following  pages  we  talk  to  many  of 
this  year’s  individual  winners  and  take  a 
deeper  look  at  their  work,  exploring  how  their 
entries  came  about  —  and  how  the  stories  and 
photographs  affected  their  creators,  newspa¬ 
per  readers,  and  their  communities.  ■ 


tops  the  ‘Times’ 


Potomac  watcher  Paul  Gigot  at  his  Washington  office,  caught  in  a  rare  moment  when  he 
stands  to  the  left  of  The  Wall  Street  Journal.  Gigot  admires  “brutal,  relentless  honesty.” 
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CLOCKWISE  FROM  LEFT:  MIKE  FIALA/AP;  KATHY  WILLENS/AP;  AHN  YOUNG-JOON/AP;  ©ROBERT  TRIPPETT/SIPA  PRESS;  HELEN  DAVIS7THE  DENVER  POST 


reporter  in  a  team  made  up  of  himself,  five 
business  reporters,  and  two  editors,  that  won 
the  national  reporting  prize  for  a  series  of  arti¬ 
cles  published  throughout  1999  on  the  finan¬ 
cial  and  personnel  priorities  of  the  Pentagon 
and  various  arms  of  the  U.S.  military.  Not 
only  reporting  on  what  the  Pentagon  was 
doing  with  its  money,  the  articles  shed  light 
on  what  it  wasn’t  doing  —  on  what  National 
Affairs  Editor  Steven  Adler  calls  “the  hole  in 
the  donut.” 

In  a  year  when  The  New  York  Times  won  no 
Pulitzers,  The  Wall  Street  Journal  finished 
second  only  to  The  Washington  Post's  three 
prizes  in  the  number  of  awards  won. 


Writing  for  Gigot 

Forty-four-year-old  Paul 
Gigot  has  had  his  share  of  the 
spotlight  in  recent  years.  In 
addition  to  his  Friday  col¬ 
umn,  “Potomac  Watch”  — 
where  he  has  the  enviable 
freedom  to  think-in-print 
about  any  political  issue  that 
interests  him  —  he  is  also  a 
weekly  commentator  on  pub¬ 
lic  TV’s  “The  NewsHour 
With  Jim  Lehrer.”  Behind  the 
scenes,  Gigot  also  writes 
unsigned  editorials  for  the 
Journal,  at  a  rate  of  about 
one  a  week. 

Five  years  ago,  Gigot  was 
a  Pulitzer  finalist  for  his  col¬ 
umn.  This  time  around,  the 
10  “Potomac  Watches”  that 
his  editor,  Robert  Bartley, 
submitted  to  the  Pulitzer 
judges  ranged  from  one  built 
around  an  interview  with 
U.S.  Rep.  Henry  Hyde,  R- 
111.,  shortly  after  the  House 
impeached  Bill  Clinton,  to  a 
piece  arguing  that  George  W.  Bush  still  had  to 
prove  his  mettle  during  primary  season.  He 
also  wrote  a  column  that  lambasted  Clinton 
for  failing  to  “reform”  Medicare  and  another 
bemoaning  presidential  candidate  John 
McCain’s  lack  of  specific  policy  proposals. 
And  this  time  around,  after  Judges,  led  by  St. 
Petersburg  (Fla.)  Times’  Editorial  Page  Editor 
Philip  Gailey,  submitted  his  name  and  two 
others  as  finalists  from  among  the  200-plus 
entries,  the  Pulitzer  board  decided  to  award 
Gigot  the  prize. 

“He  often  surprises  you,”  says  Bill  Keller, 


managing  editor  of  The  New  York  Tunes,  and 
one  of  the  committee  that  picked  the  finalists 
for  the  Pulitzer  for  commentary.  “There  were 
examples  where  he’d  come  to  a  slightly  unex¬ 
pected  or  counterintuitive  take  on  a  subject.” 
That  said,  Gigot’s  take  is  generally  right-wing, 
and  Gailey  hastens  to  point  out  that  the  judges 
made  him  a  finalist  on  the  merit  of  his  style 
rather  than  his  content.  “There  were  a  number 
of  pieces  of  his,”  Gailey  explains,  “where  I 
disagreed  with  his  content.  But  the  jurors  liked 
the  voice  in  his  column  and  the  style.” 

Gigot,  who  grew  up  in  the  small  town  of 
Green  Bay,  Wis.,  started  a  student  newspaper 
in  the  seventh  grade  while  at  the  Resurrection 


Grade  School.  He  says  that  journalism  was 
pretty  much  the  only  thing  he  ever  wanted  to 
do  —  besides  play  sports.  At  school,  he  par¬ 
ticipated  in  football,  basketball,  and  track. 
Now,  he’s  got  season  tickets  to  watch  the 
NBA’s  Washington  Wizards.  Other  than  that, 
he  admits  to  having  no  hobbies.  When  he  was 
younger,  he  used  to  read  a  lot  —  everything 
from  Aleksandr  Solzhenitsyn’s  “One  Day  in 
the  Life  of  Ivan  Denisovitch”  to  George 
Orwell’s  book  on  the  Spanish  civil  war,  “A 
Homage  to  Catalonia.”  Not  the  most  obvious 
reading  material  for  a  self-proclaimed  conser¬ 


vative;  but  Gigot  admires  Orwell  because  of 
what  he  calls  his  “brutal,  relentless  honesty.” 
Nowadays,  he  doesn’t  have  time  to  read  as 
much,  and  what  he  does  read  is  often  theoret¬ 
ical.  His  gurus  include  William  F.  Buckley  Jr., 
economist  Milton  Friedman,  and  Friedrich 
Hayek  —  the  Austrian  political  philosopher 
from  whom  Margaret  Thatcher  and  Ronald 
Reagan  also  took  ideas. 

When  Gigot  was  growing  up,  his  father 
owned  a  small  pharmacy,  Gigot  Pharmacy, 
and  his  mother’s  father  owned  a  grocery 
store.  His  mother  stayed  at  home,  raising  her 
six  children.  Paul  was  the  oldest.  When  he 
became  a  teen-ager,  Paul  worked  in  his  dad’s 


shop  Saturdays  and  summer  vacations.  “It 
was,”  he  says,  “a  classic  American  middle- 
class  upbringing.  Tons  of  kids  around.  No 
great  social  pathology.  Smack  dab  in  the  mid¬ 
dle  of  the  baby  boom.” 

His  parents  were  both  Republicans,  the 
small-business  kind  rather  than  the  Wall 
Street  kind,  he  quickly  adds.  The  only  time 
his  father,  a  Catholic,  ever  voted  Democratic, 
was  when  John  Kennedy  ran  for  president. 
“And  it  wasn’t  because  of  the  missile  gap!”  he 
laughs.  His  mother  put  party  before  religion, 
however,  and  cast  her  vote  for  Nixon. 


Fellow  Journal  staffers  in  Washington  celebrate  Pulitzer  to  Gigot:  (left  to  right)  Jerry  Seib,  Bureau  Chief  Alan 
Murray,  Gigot,  Chris  Adams,  Phil  Kuntz,  Kathy  Chen,  Carla  Robbins,  and  Greg  Jaffe.  But  Editor  Robert  Bartley 
believes  his  man  would  have  won  sooner  if  he  was  not  politically  “out  of  step  with  most  of  the  press.” 


22  EDITOR  &  PUBLISHER  APRIL  17,  2000 


www.editorandpublisher.com 


©ROBERT  TRIPPETT/SIPA  PRESS 


Twelve  years  later,  in  1972,  Gigot,  still  too 
young  to  vote,  had  what  he  calls  “a  rebellious 
phase.”  It  manifested  itself  in  his  campaign¬ 
ing  for  Democratic  candidate  George 
McGovern  in  his  unsuccessful  attempt  to 
unseat  Richard  Nixon.  One  of  Paul’s  cousin’s 
had  been  killed  in  Vietnam,  and  the  teen-ager 
wanted  to  work  for  the  anti-war  candidate. 

But  Gigot’s  liberalism  was  short-lived. 
After  McGovern  went  down  to  a  sound 
defeat,  Gigot  enrolled  at  Dartmouth  College, 
a  school  that  has  become  famous  for  its  pro¬ 
duction  of  conservative  alumni  such  as 
Dinesh  D’ Souza.  There, 

Gigot’s  views  again  rebound¬ 
ed  rightward. 

Afterward,  living  in  Asia 
and  reporting  on  economics, 
he  embraced  the  kind  of  good- 
against-evil  philosophy  that 
propelled  Ronald  Reagan  into 
the  presidency.  “You  could  see 
the  huge  contrast  between  the 
development  in  South  Korea 
as  against  the  backwardness  of 
the  north.”  he  recalls.  “The 
progress  in  Taiwan  vs.  the 
backwardness  in  China.  It 
clinched  the  deal  in  regard  to  the  moral  supe¬ 
riority  of  market  economics.” 

It  was  a  world  view  that  gelled  with  the 
prevailing  politics  of  the  JournaV^  editorial 
board,  and  it  catapulted  Gigot  into  his  influ¬ 
ential  position  as  a  Washington  columnist 
while  still  in  his  mid-30s.  “We  pick  members 
who  tend  to  agree  with  us,”  his  gravelly 
voiced  boss,  Robert  Bartley,  explains.  “And 
he  operates  from  an  intellectual  framework 
we  tend  to  agree  with.”  Then,  not  one  to  shy 
away  from  a  dig  at  his  journalistic  peers, 
Bartley  says  of  his  protege,  “I  think  he  would 
have  won  [the  Pulitzer]  sooner  if  it  hadn’t 
been  for  political  overtones.  We’re  ideologi¬ 
cally  out  of  step  with  most  of  the  press.” 

‘Price’  winner 

The  Wall  Street  Journal  has  long  been 
known  for  two  things.  The  first  is  its  often 
rigidly  right-wing  editorial  stance.  The  sec¬ 
ond  is  the  remarkably  high  caliber  and  inde¬ 
pendent  nature  of  its  national  reporting  team. 

Thomas  Ricks,  who  grew  up  in  Mas¬ 
sachusetts  and  spent  two  of  his  teen-age 
years  living  in  the  Afghan  capital,  Kabul 
(where  his  father  was  teaching  at  the  univer¬ 
sity),  is  the  author  of  a  1997  book,  “Making 
the  Corps,”  in  which  he  followed  a  platoon 

www.editorandpublisher.com 


through  boot  camp  and  into  the  U.S.  Marines. 
He  is  currently  working  on  a  novel,  also  about 
the  military.  Until  he  moved  to  The 
Washington  Post  late  last  year,  he  was  the 
Journal's  Pentagon  correspondent.  Through¬ 
out  much  of  1999,  he  was  part  of  a  team  of 
Journal  reporters  working  on  an  extended 
series  about  America’s  military  a  decade  after 
the  end  of  the  Cold  War. 

At  the  time  the  Pulitzers  were  announced, 
Ricks  was  driving  along  Interstate- 10,  in  the 
state  of  Louisiana,  reporting  another  story  on 
the  U.S.  military,  this  time  for  the  Post.  And 


there,  on  the  car  radio,  the  announcer  report¬ 
ed  that  he  and  his  ex-colleagues  —  editors 
Steve  Adler  and  Phil  Kuntz,  along  with 
reporters  Carla  Anne  Robbins,  who  special¬ 
izes  in  nuclear  issues,  Greg  Jaffe,  Anne  Marie 
Squeo,  Chris  Adams,  and  Kathy  Chen  —  had 
won  the  prize  for  national  reporting. 

The  team  had  a  feeling  they  were  onto  a 
winner  from  the  get-go,  from  the  moment 
last  spring,  during  the  war  in  Kosovo,  when 
Adler  and  other  editors  decided  upon  a  series 
titled  “The  Price  of  Power,”  examining  the 
military’s  readiness  to  fight  modem,  mobile 
wars  in  an  era  dramatically  different  from  the 
Cold  War  years.  Reporters  set  to  work  unrav¬ 
eling  defense  budgets  and  priorities,  bounc¬ 
ing  ideas  off  Ricks  and  making  use  of  his 
ability  to  gain  access  to  high-level  sources. 
The  result  was  a  series  of  feature-length  arti¬ 
cles  on  everything  from  the  use  of,  or  failure 
to  use,  unmanned  flying  drones  as  spy  tools, 
to  Robbins’  description  of  life  aboard  a 
nuclear  warhead-carrying  submarine  — 
her  portrait  of  the  men  of  the  “silent  ser¬ 
vice.”  There  was  also  a  story  on  the  secret 
development  of  futuristic  technology  de¬ 
signed  to  knock  out  chemical  and  nuclear 
weapons  (without  killing  all  civilians  living 
in  the  vicinity),  and  one  on  the  increasing 


maintenance  and  upkeep  costs  footed  by  the 
military. 

Adler’s  idea  had  been,  in  his  words,  “to 
take  apart  the  entire  military  budget  and  look 
at  what  the  money  is  being  spent  on.”  And 
when  the  stories  about  skilled  Navy  personnel 
being  used  to  mop  ship  floors,  and  conserva¬ 
tive  strategists  failing  to  take  advantage  of  the 
cost-saving  potential  of  unmanned  war 
planes,  appeared,  he  knew  the  reporters  had 
struck  gold.  Reactions  poured  in.  Top  military 
brass  e-mailed  their  thoughts  —  some  voicing 
sympathy  with  the  articles,  others  disap¬ 
proval;  politicians  weighed 
in  with  proposed  changes  in 
the  Pentagon’s  budget.  Sen. 
Richard  Lugar,  R-Ind., 
wrote  letters  to  the  secre¬ 
tary  of  the  Navy  asking 
questions  about  issues 
raised  by  the  Journal.  And 
the  presidential  candidates 
began  talking  about  using 
defense  money  more  “im¬ 
aginatively.” 

Robbins,  who  was  also 
part  of  a  team  that  won  the 
Pulitzer  in  1999  for  interna¬ 
tional  reporting,  says  he  was  “really,  really 
proud  of  the  series.  I  was  watching  the  wires 
this  year  to  see  if  we  had  won.” 

Singapore  and  his  supper 

Shortly  after  the  awards  were  announced. 
Editor  Bartley  was  busy  preparing  for  the 
banquet  the  Journal  would  hold  in  honor  of 
its  prize  winners.  How  could  he  add  humor  to 
the  occasion?  Well,  he  remembered,  when 
Gigot  was  working  in  Asia,  the  paper  had 
gotten  into  trouble  with  the  Singapore  gov¬ 
ernment  for  voicing  its  support  of  a  leader  of 
the  opposition.  Gigot  had  been  held  in  con¬ 
tempt  of  court. 

When  Gigot  returned  to  America  to  take  up 
his  White  House  Fellowship,  the  FBI  had 
come  to  Bartley  while  doing  a  background 
check  on  the  reporter  to  see  if  there  were  any 
reasons  he  shouldn’t  get  a  security  clearance. 
They  asked  if  he  had  ever  been  convicted  of 
anything  in  court.  “Oh  yes!”  Bartley  replied 
eagerly.  “He’s  been  convicted  of  contempt  of 
court  in  Singapore.” 

At  the  banquet,  Bartley  planned  to  give  the 
file  on  this  incident  to  Gigot.  For  a  writer  who 
specializes  in  verbal  attacks  on  much  of 
Washington’s  political  elite,  it  seemed  to 
Bartley  an  appropriate  gift.  ■ 
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Steve  Adler  (left)  edited  “The  Price  of  Power,”  with  support  from  Managing 
Editor  Paul  Steiger  (center)  and  Editor  Robert  Bartley. 


Kate  Boo’s  life  changed  late  one  night  when,  on  the  way  home,  she  stopped  by  a  residence  for  the  retarded. 

KATHERINE  BOO,  THE  WASHINGTON  POST,  PUBLIC  SERVICE 


Light  amid  shadows 


By  Ellen  LIburt 

In  a  sweep  that  surprised  even  its  recipi¬ 
ents,  The  Washington  Post  scooped  up 
three  Pulitzer  Prizes  last  week,  but  it 
was  the  coveted  gold  medal  for  public- 
service  journalism  —  Katherine  Boo’s  shock¬ 
ing  series  on  the  fatal  neglect  and  abuse  suf¬ 
fered  by  mentally  retarded  District  of 
Columbia  residents  —  that  iced  the  cake.  It 
marked  the  second  consecutive  Pulitzer  for 
the  paper’s  investigative  unit. 

Before  last  year,  the  Post  had  won  the  pub¬ 
lic-service  prize  only  once,  and  that  was  for 
Watergate.  “That’s  what  has  got  us  all  so 
stunned,  sitting  here  with  two  of  them  in  two 
years,”  says  Investigations  Editor  Jeff  Leen, 
one  of  Boo’s  editors  and  lead  reporter  on  last 
year’s  public-service  winner  on  the  abnormally 
high  rate  of  police  shootings  in  the  district. 

Announcing  the  awards  to  a  joyous  news¬ 
room,  Executive  liditor  Leonard  Downie  Jr. 
called  Boo,  35,  a  lyrical  writer  as  well  as  a 
“take-no-prisoners  investigative  reporter.” 

Her  odyssey  through  the  shadowlands,  as 


she  calls  them,  of  the  disadvantaged  and  disen¬ 
franchised,  began  one  night  a  couple  of  years 
ago  while  she  was  working  on  a  story  at  the 
city’s  largest  housing  project.  Someone  there 
offered  Boo,  who  doesn’t  drive,  a  ride  home,  so 
she  went  along  when  he  stopped  en  route  at  one 
of  the  city’s  group  homes  for  the  retarded.  “I 
went  in,  and  there  were  these  profoundly 
retarded  people  sitting  in  the  dark,”  she  recalls. 
“Pitch-black  house.  When  I  walked  out,  I  had 
cockroaches  on  me.”  Standing  in  that  house, 
she  says,  “I  knew  there  was  something  wrong. 
It  wasn’t  supposed  to  look  like  that.” 

All  she  knew  at  that  point  was  that,  a  decade 
before,  the  district  government,  compelled  by  a 
federal  lawsuit,  had  closed  its  infamous,  exur- 
ban  Forest  Haven  asylum.  Reforming  the  sys¬ 
tem  in  the  early  1990s,  the  city  “spent  a  billion 
dollars  to  make  sure  these  individuals  were 
taken  care  of,”  says  Boo,  dispersing  the  asy¬ 
lum’s  1,100  retarded  wards  (and  others  com¬ 
mitted  thereafter  to  city  care)  to  a  network  of 
privately  operated  group  homes  and  therapeutic 
programs  that  were  to  be  protected  by  city  and 
federal  monitors. 


Her  1 3-month  inve.stigation 
culminated  in  two  series  of  sto¬ 
ries,  “Invisible  Lives:  D.C.’s 
Troubled  System  for  the 
Retarded”  and  “Invisible  Deaths: 
The  Fatal  Neglect  of  D.C.’s 
Retarded,”  which  were  published 
nine  months  apart.  They  docu¬ 
mented  a  web  of  collusion  among 
city  workers,  profiteering  group- 
home  owners  and  so-called  advo¬ 
cates  that  allowed  the  retarded  to 
be  beaten,  robbed,  and  raped 
(among  many  other  acts  of  inhu¬ 
manity);  to  be  used  as  slave  labor 
in  “training  programs”;  and  to  die 
slowly  in  the  presence,  or  at  the 
hands,  of  their  caretakers  —  all, 
with  virtually  no  accountability. 
She  found  delayed  medical  treat¬ 
ment,  falsified  documents,  and  a 
city  case  manager  who  shredded 
documents  on  one  ward’s  death 
after  the  Post  made  inquiries. 

Boo  led  the  first  piece  in  the 
first  story  with  the  brutal  rape  of 
a  retarded  man  named  Elroy, 
and  says  she  wasn’t  sure  how 
many  people  would  keep  read¬ 
ing.  “I  thought,  T’ll  write  this, 
but  no  one  will  care  about  it.’  I 
was  blown  away  that  people 
read  and  kept  reading  and  responded.” 

After  the  first  series  ran.  Boo  worked  on 
another  project,  but  kept  asking,  via  the 
Freedom  of  Information  Act,  “What  about  the 
dead?”  Leen  believed  very  strongly  that  the 
city’s  refusal  to  identify  the  dead  was  not  just 
morally  wrong,  but  worth  fighting  against. 
For  her  sequel  nine  months  later  (which  ran 
with  a  sidebar,  “The  Names  of  the  Dead, 
1993-99”),  Boo  used  medical  examiners’ 
records,  funeral  home  and  cemetery  databas¬ 
es,  Social  Security  death  records,  and  Human 
Services  and  Public  Health  department  docu¬ 
ments  —  as  well  as  more  than  200  interviews 
with  the  wards  and  their  families,  caretakers, 
and  doctors  —  to  reconstruct  the  “erased” 
lives  of  47  people  for  whose  deaths  the  city 
had  no  records  and  no  explanation. 

Officials  of  DHS,  the  district  police,  the 
health  department,  and  the  medical  examiner’s 
office  have  since  admitted  that  the  system  is 
broken,  and  promise  radical  reforms. 

The  stories  that  elicited  these  promises  were 
themselves  written  in  a  fashion  some  deem  rad¬ 
ical.  “Kate  wanted  to  do  a  more  rounded,  tex- 
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OVER  3,000  PROFESSIONALS  HAVE 
ALREADY  TAKEN  ADVANTAGE  OF  ^ 
THIS  POWERFUL  TRAINING  ^ 
PROGRAM,  CONSISTENTLY  CALLING 
IT  AN  "EXCELLENT  USE  OF  (THEIR) 
TIME!  CONCISE  AND  CLEAR!" 
COMPANIES  REPRESENTED  AT 
THESE  SEMINARS  HAVE  INCLUDED: 


•ABC 

•  Amway 

•  Anderson  Consulting 
•AOL 

•AT&T 

•  Bousch  &  Lomb 

•  BBDO 

•  Bell  Atlantic 
•BET 

•  Boston  Globe 

•  Coblevision 


•  CBS  MorketWotch 

•  Charles  Schwab 

•  TBWA/Chiat/Day 

•  Chicago  Tribune 

•  Colgate-Palmolive 
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•  Cox  Communication 

•  Crains 
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•  Disney 

•  E!  Online 


•  Eddie  Bauer 

•  Fallon  McElligott 
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•  Gillette 
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•  Hasbro 

•  Hearst 

•  IBM 
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•  Johnson  &  Johnson 

•  LA  Times 

•  Mercedes  Benz 

•  Merrill  Lynch 

•  Microsoft 

•  Mobile 

•  National  Geographic 

•  New  York  University 
•NBC 

•  Nickelodeon 
•NFL 


•  Ogilv^ 

•  Ponas 

•  Pcran 

•  Ployb 
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•  Sharp 
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HOW  TO  BUY  &  SELL  WEB  ADS 


Master  the  Internet  advertising  business  and  learn  the  latest  technalogy!  Get  the  in-depth 
knowledge  you  need  to  buy  or  sell  Web  ads.  Full  day  curriculum  provides  training  for  both  novice 
and  experienced  Buyers  and  Sellers. 


FUNDAMENTALS  OF 
INTERNET  MEDIA 

(MORNING  OPTION  ONE) 

Rapidly  evolving  media,  technology  and  market 
innovations  make  it  necessary  for  media  buyers, 
brond  managers  and  sales  reps  to  learn  how  the 
Internet  works;  the  technology  that  creates, 
delivers  and  targets  ads;  what  measurement 
standards  exist  and  the  dominant  and  emerging 
business  models,  ad  units  and  pricing. 


INTERNET  BASICS 

•Origins  and  infrastructure 
•How  the  World  Wide  Web  works 
•Technologies  driving  the  Web 
•Key  terminology  &  services 
•Internet  os  a  media 


INDUSTRY  STATS  AND  TRENDS 

•Current  internet  ad  spending  and  forecasts 
•Category  and  industry  spending  and  benchmarks 


CREATIVE  TECHNOLOGIES 

•Rich  media  definitions  and  advantages 
•Technology  overview  and  providers 
•Examples  of  rich  media  implementation 
•Recent  research  on  rich  media  ad  effectiveness 


AD  UNITS,  MODELS  AND  PRICING 

•Standard  ad  units  defined  and  reviewed 
•Examples  of  non-standord  ad  units 
•Ad  models  defined  and  reviewed 
•Spansorship  programs  examined 
•Ad  Pricing  from  CPMs  and  performance-based 
to  hybrids  and  sponsorships 


TARGETING 

•Browser  and  behavior 
•Demogrophics 
•Using  cookies 


•Content  and  keywords 
•Geographic 
•Using  databases 


MEASUREMENT  AND  METRICS 

•Evelution  of  Industry  Metrics:  From  hits 
to  branding  studies 

•Measurement  Definitions;  Ad  impressions, 
unique  users  and  sessions 
•Site-based  data  versus  syndicated  research 
•Industry  practices  for  defining  compaign 
deliverables  Site  and  campaign  auditing 


AD  MANAGEMENT  &  DELIVERY 

•Ad  operations  and  site-based  management 
•Third-party  ad  delivery 


THE  INSTRUCTORS 


PROGRESSIVE  TOPICS 
&  TECHNIQUES 

(MORNING  OPTION  TWO) 

For  buyers  and  sellers  who  hove  spent  several 
months  or  years  working  in  Internet  medio,  these 
sessions  are  designed  to  discuss  ond  provide 
perspective  on  importont  topics  that  will  challenge 
your  understanding  of  working  in  the  ever- 
changing  world  of  new  media. 


INTEGRATING  ONLINE  AND 
OFFLINE  MEDIA 

Building  integrated  advertising  strategies  requires  an 
understanding  of  each  medium's  unique  attributes. 
By  combining  the  strengths  of  both  online  and  offline 
medio,  advertisers  can  be  more  effective  in  branding 
reaching,  targeting  ond  engaging  customers  os  well 
as  leveraging  effective  promotional  and  e-commerce 
plans.  By  understanding  how  magazines, 
newspapers,  radio  and  TV  can  best  be  paired  with  the 
Internet,  session  attendees  will  be  able  to  analyze 
and  evaluate  the  spectrum  of  choices  and 
opportunities  available  to  meet  their  marketing  and 
advertising  objectives. 


EMERGING  ADVERTISING  PLATFORMS 

As  consumers  grow  more  savvy  about,  ond  inundated 
with  media  and  advertising,  marketers  are 
increasingly  challenged  to  rea^  them  effectively. 
This  session  will  cover  the  growing  array  of  emerging 
interactive  advertising  platforms  designed  to  better 
capture  the  consumer's  attention.  The  platforms 
covered  will  include  the  latest  in  rich  medio, audio 
wireless,  venue-based,  browser-based,  desktop  and 
electronic  appliances. 


Each  progressive  session  will 


ALSO  FEATURE  PRESENTATIONS, 


DEMONSTRATIONS  AND  REAL 


WORLD  CASE  STUDIES 


HIGHLIGHTING  SUCCESSFUL 


PRACTICES  AND  IMPLEMENTATIONS 


REGARDING  EACH  TOPIC. 


LESLIE  UREDO 
President 

The  Laredo  Group,  Inc. 


THE  BUYER'S  COURSE 

This  course  covers  a  step-by-step  approach  to  internet 
media  buying  and  post-buy  analysis,  and  includes  a 
review  of  buying  tools,  ad  serving  technologies  and 
available  resear^. 


OBJECTIVE  SEHING 

•Brand  awareness  •Customer  acquisition 

•Customer  retention  •Direct  response 

•Product  sales 


SITE  EVALUATION  PROCESS 

•Editorial  compatibility 
•Traffic  and  other  site  data 
•Rates  and  placement 
•Audience  demographics 
•Targeting  capabilities 


THE  MEDIA  BUYING  PROCESS 

•Process  for  finding  appropriate  sites 
•Site  traffic  analysis 
•Using  audience  research 
•Evaluating  different  ad  models 
•Setting  up  targeting  criteria 
•Pricing  and  negotiation 


EXECUTING  THE  BUY 

•Who  are  the  Sellers?  •Negotiation  tactics 
•Media  buying  tools  •Third-porty  od  serving 


BUYING  KEYWORDS 

•How  to  evaluate  search  engines  and  directories 

•Determining  availability 

•Non-standard  options  •Negotiation  tactics 


POST-BUY  EVALUATION 

•Managing  and  implementing  the  buy 
•Testing,  evaluating  and  correcting 
•Evoluating  success  criteria 
•Media  buys  -  closed-loop  analysis 


BEYOND  THE  BANNER 

•How  sponsorships  work 
•Negotiating  sponsorships 


E-COMMERCE 

•Pricing  options 
•Affiliote  programs 


•Portal  deals 
•Tracking  ROI 


NON-MEDIA  OPPORTUNITIES 

•Promotional  programs 

•Publicity  •Strategic  partnerships 


TOOLS  OF  THE  TRADE 

•Media  planning  resources 
•Research  services 
•Ad  management  and  media  buying 
•Network  buys 
•Ahernative  soles  channels 


BUD  KEEGAN 
Vice  President 
The  Laredo  Group,  Inc. 
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•  Ogiivy  &  Matfier 

•  Panasonic 

•  Pcramount 

•  Ployboy 

•  PrjidenHal 

•  Rhino  Records 

•  Sara  Lee 

•  Safeway 

•  Sharper  Image 

•  S^nt 

•  Sony 


•  Sun  Microsystems 

•  Taco  Bell 

•  TicketMoster 

•  TV  Guide 

•  20th  Century  Fox 

•  USA  Today 

•  Viacom 

•  Volkswagen 

•  Wall  Street  Journal 

•  Ziff-Davis  and  hundreds  more. 

ISm  tT  TIME  YOU  DID? 


THE  SELLER^S  COURSE 


To  be  successful,  reps  need  to  understand  how  buyers 
buy  medio  choices  and  buying  influences.  This  session  will 
help  reps  understand  the  buying  process,  from  site 
selection  and  audience  evoluotion  to  how  metrics  ore  used 
for  evaluation.  We'll  also  cover  how  the  Internet's  unique 
attributes  impact  media  buying  and  the  integration  of 
Internet  advertising  into  the  medio  planning  process. 

UNDERSTANDING  NET  AHRIBUTES 

•Defining  new  medio  concepts 
•Similarities  and  differences  between 
Internet  and  traditional  medio 
•The  changing  and  fragmenting  demographic 
profiles  or  users 

•How  Internet  usage  impacts  traditional  medio  usage 
•Defining  Internet  reach  and  frequency 
•Challenges  and  implications  for  medio  buying 

THE  MEDIA  BUYING  PROCESS 

•Objective  setting 
•Selecting  meosurement  criteria 
•Finding  appropriate  sites 
•Site  traffic  analysis 

•Evaluating  audience,  reach  and  composition 
•Evaluating  ad  programs,  pricing  and  negotiotiun 

HELPING  BUYERS  DO  THEIR  JOB 

•Buyer's  pet  peeves 

•Building  ond  monoging  o  relationship 

•Getting  and  using  strategic  account  information 

•Reaching  the  decision  makers 

•Providing  support 

•Help  monoge  the  buy 

SELLING  COMPETITIVELY 

•Who  ore  Your  Competitors? 

•Source  of  Funds  for  Internet  Advertising 
•Soles  Cycle  and  Client  Commitments 
•Know  Your  Competition  -  Who's  Selling  What 
•Competitive  Selling  -  Branded  Sites 

SELLING  SOLUTIONS 

•Leverage  Site  Attributes 
•Selling  Solutions  Considerations 
•Packaging  Concepts;  Putting  it  All  Together 

CLICK-THROUGH  AS  AD  METRIC 

•Historical  Perspective 
•Click-Through  os  o  Direct  Response  Metric 
•What  Impocts  dick  Rotes 
•Return  on  Investment  (ROI) 

•Overcoming  Objections;  A  ^ven  Step  Program 

RESEARCH 

•The  Research  Advantage 
•Site  Based  and  Syndicated  Research 
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HOWTO  MEASURE^ 

RESEARCH  &TARGfeT 
INTERNET  ADS  &  AUDIENCES 

The  two  top  barriers  to  Internet  advertising 
are  the  difficulty  of  tracking  return  on 
investment  and  the  lack  of  reliable  and 
accurate  measurement  information. 

Internet  media  buyers  are  evaluating  and 
placing  many  different  kinds  of  ad  buys 
across  multiple  websites  and  advertising 
networks.  As  a  result  they  need  to  be  able 
to  measure  and  compare  ad  units,  sites  and 
networks  and  be  able  to  evaluate  the 
results  of  their  buys  and  determine  the 
effectiveness  of  their  campaigns. 

Learn  the  differences  between  site-centric 
and  user-centric  metrics  and  how  ad 
delivery,  targeting  and  research  companies 
are  providing  insight  and  intelligence  on 
user  response  and  behavior. 


HOWTO  BUILD  INTERNET 
REVENUE  &  BUSINESS  PLANS 
FOR  advertisings; 
SPONSORSHIP-BASED  SITES 

A  practical,  how-to  approach  to  building 
reliable,  realistic  and  defensible  revenue 
models,  forecasts  and  management  plans 
for  Internet  businesses  based  on 
advertising,  sponsorship  or  similar  revenue 
sources. 

This  day-long  course  will  delve  into  the 
critical  details  and  insider  knowledge  that 
is  only  gained  by  having  done  it  before  -  as 
all  course  instructors  have. 

Unlike  other  theoretical  business  practice 
approaches,  we'll  give  you  the  actual 
models,  tools  and  "take-aways"  you  need 
to  begin  building  your  Internet  revenue 
models,  plans  and  profections. 


Attendees  will  also  learn  various  data 
analysis  techniques  and  bow  to  apply  this 
data  in  ROI  equations  to  creote  more 
effective  Internet  campaigns. 

PART  I: 

THE  TECHNOLOGY 
OF  MEASUREMENT, 
R^EARCH  & 

OVERVIEW 

•What  are  the  issues  in  Internet 
measurement  and  research? 

•Industry  efforts  to  establish  standards 

BASICS  OF  AD  AND 
CONTENT  DELIVERY 

•Dissecting  the  process 

•Anatomy  of  a  click  and  the  click-through 

DEFINING  MEASUREMENT 

•What  ore  site-centric 
and  user-centric  metrics? 

•What  is  inferred  data? 


If  you've  ever  asked,  or  bod  others  ask, 
"Where's  the  money  coming  from  -  bow 
much  -  and  when?"  -  you'll  want  to  attend 
this  event  which  will  present  all  of  the  many 
factors  to  consider  and  then  actually  walk 
attendees  through  each  step  of  creating  the 
text  and  spreadsheets  that  will  become  the 
financial  and  revenue  models  of  a  business. 

BACK-TO-BASICS 

While  the  Internet  and  the  businesses  involved  in 
it  certainly  have  many  unique  characteristics, 
there  are  also  some  basic  business  concepts, 
principles  and  practices  that  still  apply.  In  this 
section,  you'll  be  reminded  of  those  basics,  learn 
the  unique  attributes  and  considerations  of 
successful  Internet  businesses  and,  more 
importantly,  learn  how  to  interpret  and  apply 
them  specifically  to  your  Internet  site  and 
business. 

Topics  will  include; 

•Competitive  Research  &  Analysis 
•Products,  Pricing  &  Elasticity 
•Understanding  &  Marketing  to  Customers 
•Understanding  &  Marketing 
to  Advertisers/Sponsors 
•Internet  Concepts  &  Technology 


TI6TILLINGHURST 

Director  of  Agency  Strategy 
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COUNTING  AD  REQUESTS 
AND  AD  DELIVERY 

•What's  counted  by  Web  servers? 
•What's  counted  by  Ad  servers? 

•How  third  party  ad  services  serve  ads 

MEASUREMENT  FACTORS 

•Why  the  numbers  differ 
•How  technology 
impacts  ad  measurement 
•Impact  of  coching 
•Cache  busting  and  cache 
friendly  counting  methods 
•Impoct  of  Frames  on  counts 
•Spiders,  Robots,  Agents 

MEASURING  SITE  TRAFFIC 

•Log  files 

•Auditing  process 

•Site  ond  compaign  audits 

COUNTING  USERS 

•How  Cookies  work 
•Browser-bosed  counts 
•Defining  visitors  and  unique  visits 


CHOOSE  ONE 


FORM  &  FUNCTION 

Different  types  of  sites  require  different 
types  of  approoches  ond  considerations. 
Most  sites  hove  within  them  different  oreos 
of  content  ond  functionality  that  need  to 
hove  distinct  sub-plans. 

Topics  will  include; 

•Content  Development  ond  Delivery 
•Building  ond  Using  Community 
•Utility  Sites  &  Features 
•User  Interface 

•Consumer  vs.  Business-to-Business 

MARKETING  & 

TRAFFIC  GENERATION 

The  addition  of  thousands  of  sites  to  the 
Internet  each  month  means  that  the  "build  it 
and  they  will  come"  days  ore  long  gone. 
One  of  the  more  mis-forecast  elements  of 
Internet  business  plans  is  the  amount  and 
timing  of  traffic  and  usage  on  sites.  This 
section  will  take  a  bottoms-up,  spreadsheet- 
based  approach  to  how  to  generate  and 
accurately  estimate  projected  site  traffic  and 
the  sources  of  that  traffic. 


AD  TARGETING  &  PROFILING 

•Content  and  context  targeting 
•Plotform-dependent  targeting  options 
•Profiling  users 

•Behavioral  and  inferential  methods 

AUDIENCE  RESEARCH 

•Audience  research  methodologies 
•Sampling  issues 
•Syndicated  research 
•Site-based  research 

PART  Ih 

MEASUREMENT  & 
^DIA 

OVERVIEW 

•The  process  of  buying  online 
•How  measurement  data 
impacts  the  process 
•Defining  the  correct  data  to  use 
•Moving  from  core  data  to 
inferred  and  derived  data 


Topics  will  include; 

•Search  Engines 
•Advertising  &  Public  Relations 
•Grass-Roots  and  Virol  Marketing 
•Affiliates  Programs 
•Strategic  Partnerships 
•Measurement  &  Targeting 

REVENUE  MODELS 

There  ore  many  methods  and  technologies 
for  creating,  hosting  and  delivering  content 
and  advertising  that  effect  the  bottom  line... 
and  more  ore  being  developed  and 
introduced  every  day.  This  section  will  cover 
those  elements  and  discuss  how  they  relote 
to  revenue  and  expenses. 

Topics  will  include; 

•Advertising  Units  &  Product  Plans 

•Sponsorship  Programs 

•Ad  Serving,  Order  Processing  &  Billing 

•E-Commerce 

•Leveraging  Other  Revenue  Opportunities 
•Medio  Kits  &  Ad/Sponsor  Marketing 
•Sales  Channels 


BUYING  INTELLIGENTLY 

•Data  sources  &  their 
effects  on  the  numbers 
•What  numbers  matter  and  what  don't 
•Establishing  agreed-upon  data  sources 
•"Pre-buy"  doto  and  its  use  in  planning 

LEARNING  FROM  THE  BUY 

•Does  performance  matter? 

•Translating  client  objectives 
into  relevant  Web  metrics 
•Processes  for  resolving  discrepancies 
•Data  for  learning  purposes 
•Matching  media  data 
with  commerce  data 

•Planned  tests  vs.  anecdotal  observations 

EXPLOITING  KNOWLEDGE 

•Employing  learning 
in  media  negotiation 
•Simple,  iterative  learning; 
winnowing  down  to  best  choices 
•Applying  experience  to 
the  next  planning  process 
•Utilizing  "pre-buy"  tools 


EXPENSES 

This  section  of  the  course  is  devoted  to 
determining  the  suitable  level  of  capital  and 
staffing  your  business  will  need  in  order  to 
maximize  your  site's  potential  and  meet  or 
exceed  your  plan.  With  an  informed 
perspective  on  expenses,  you'll  be  oble  to 
more  accurotely  forecast  and  anticipate 
growth  as  your  online  business  develops.  In 
addition  to  the  expense  elements  of  many  of 
the  topics  discussed  in  other  sections,  this 
section  will  address; 

•Hiring  &  Stuffing 
Options  and  Plans 
•Technical  Infrastructure 
•General  &  Administrative 


WHO  SHOULD 
ATTEND: 

•  Account  Managers 

•  Advertising  Agencies 

•  Marketing  Managers 

•  Media  Buyers 

•  Media  Directors 

•  Medio  Owners 

•  Media  Planners 

•  Media  Sales  Executives 

•  Publishers 

•  Sales  Directors 

•  Sales  Managers 

•  Traffic  Managers 


MAY  18  &  19 

7:30  -  8:45  AM 

Registration,  Continentol  Breakfasts 
and  Welcome  Addresses 

9:00  AM  -  12:00  NOON 

MORNING  SCHEDULE 

1:30-5:00  PM 

AFTERNOON  SCHEDULE 


SPONS 
SEGMENTS 

Q  &  A  BUFFET 
LUNCHEONS 
12:00  NOON  -  1:30  PM 

Attendees  are  invited  to  join  in  an 
Interactive  live  chat  with  instructors 
and  panelists. 

SPONSORED  BY; 

msn> 


WRAP-UP 
NETWORKING 
RECEPTIONS 
5:00  -  6:00  PM 

A  terrific  opportunity  for  ottendees 
to  get  together,  network,  shore 
information  or  just  relax. 


Course  content  is  updated  frequently.  Some 
elements  may  differ  slightly  from  brochures 
or  monuols.  Course  outline,  topics,  instructors, 
panelists,  schedule  or  other  detoils  may  be 
changed  without  prior  notice. 


HOW  TO  BUY  &  SELL  WEB  ADS  and 

HOW  TO  MEASURE,  RESEARCH  &  TARGET  or 

HOWTO  BUILD  INYeRNET  REVENUE  &  BUSINESS  PLANS 

n 

MAY  18  &  19,  2000 

THE  FAIRMONT  HOTEL,  DALLAS,  TX 

REGISTRATION 

Please  print  or  type 

Copy  form  for  additional  registrants 

NAME  _ 

TITLE _ 


STEP  #1:  Please  select  ONE  or  BOTH 

□  DAY  1 :  HOW  TO  BUY  &  SELL  WEB  ADS  (May  1 8) 

Day  1  morning  option:  must  choose  ONE 

□  FUNDAMENTAL  (0  to  6  months  experience) 

□  PROGRESSIVE  (over  6  months  experience) 


COMPANY _ 

ADDRESS _ 

CITY _ 

STATE _ ZIP 

PHONE  _ 

FAX  _ 

E-MAIL 


^  MAIL  REGISTRATION  TO: 

ADWEEK  CONFERENCES 
1515  BROADWAY,  15TH  FLOOR 
NEW  YORK,  NY  10036 

(PAYMENT  MUST  BE  INCLUDED) 

l_j  FAX  IT  TO: 


Day  1  afternoon  option:  must  choose  ONE 

□  BUYER'S  TRACK 

□  SELLER'S  TRACK 

□  DAY  2:  Training  Course  option:  must  choose  ONE 

□  HOW  TO  MEASURE,  RESEARCH  &  TARGET  (May  1 9) 

□  HOW  TO  BUILD  INTERNET  REVENUE  &  BUSINESS  PLANS  (May  1 9) 

□  BOTH  DAYS 

STEP  #2:  Please  select  ONE  payment  plan 

I  have  selected  ONE  course  above 

□  EARLY  BIRD  DISCOUNT  (valid  until  4/26)  =  $595 

□  REGULAR  PRICE  =  $695 

□  SPECIAL  MEMBERSHIP  DISCOUNT*  =  $550 

I  have  selected  BOTH  courses  above 

□  EARLY  BIRD  DISCOUNT  (valid  until  4/26)  =  $1,095 

□  REGULAR  PRICE  =  $1,295 

□  SPECIAL  MEMBERSHIP  DISCOUNT*  =  $1,050 


(21 2)  536-8B1 0  (credit  card  info  must  be  included) 


*Available  to  members  of  The  Advertising  Club  of  Fort  Worth,  The  American  Associotion  of 


^  FOR  MORE  INFO,  CALL: 

(888)  536-8536 


Advertising  Agencies,  Associotion  of  Internet  Professionals,  Houston  Advertising  Federation, 
The  U.S.  Internet  Industry  Association 
PLEA.se  CIRCLE  ONE. 


REGISTER  ONLINE  AT: 

VifWW.ADWEEK.COM/ADWEEKCONF/ 

OR  E-MAIL;  JMMINIHAN@ADWEEK.COM 


FOR  RESERVATIONS  AT  THE  ADWEEK  CONFERENCES  SPECIAL 
ROOM  RATE,  CALL  THE  DALLAS  FAIRMONT  HOTEL  AT  (214)  720-2020 


VUA 


o.j£o, 

int«rn«t  prefettionols 


USII@ 


STEP  #3:  Please  select  ONE  payment  method 


CANCELLATION  POLICY:  For  a  refund,  less  a  $100  administration 
charge,  send  written  notice  by  May  11,  2000.  No  refunds  will 
be  given  after  this  date,  but  substitutions  will  be  ollowed. 

BOOK  YOUR  AIRFARE  AND  SAVE 

Special  discounts  for  ADWEEK  Conference  attendees  have  been  negotiated 
for  this  event  with  United  Airlines.  Please  cantact  the  AMEX  Travel  Group 
Desk  at  21 2-536-6478  for  details. 


□  CHECK  (Make  checks  payable  to  ADWEEK  Conferences) 
CHARGE  aVISA  □  M/C  □  AMEX 
CARD# _ 


EXP  DATE 


SIGNATURE 


HERE'S  WHAT  PAST  AHENDEES  HAD  TO  SAY. . . 

(Comments  from  post  internet  Medio  Dynamics  training  seminars) 


r 

"Being  new  to  the  industry, 
it  was  a  great  way  to 
become  familiar  with  terms 
and  facts." 

"Excellent  use  of  my  time! 
Concise  and  clear!" 

"Absolutely  worth  my 
money.  My  brain  is  full  of 
new  understanding,  new 
capabilities,  new  contacts 
and  resources." 

"Very  informative  and  easy  to 
follow.  Valuable  information 
in  a  small  period  of  time." 
I'll  definitely  be  attending 
more  Adweek  conferences..." 


"Very  insightful,  provided 
current  updated  info  on  the 
trends  of  new  media." 


"The  instructors  were  very 
knowledgeable  and  kept  a 
great  pace  throughout  the 
presentations.  I'm  taking 
away  some  valuable  and, 
more  importantly,  doable 
factors  and  knowledge.  I  will 
be  attending  more  ADWEEK 
Conferences!" 


"Well  structured;  great 
content,  good  examples." 


"Excellent  class,  always 
good  to  refresh  with  the 
latest  technologies  and  the 
newest  techniques." 

"Well  worth  my  time." 

"Great  content.  I  can't  wait 
to  implement  some  of  the 
ideas  that  I've  learned." 

"An  excellent  course  for  both 
newcomers  in  the  industry  as 
well  as  for  the  seasoned 
veterans." 

"Finally,  I  feel  more 
knowledgeable,  thank  you." 
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tural  approach,  incorporating  more  the  sights, 
sounds,  and  emotions  of  the  material,”  says 
Leen.  ‘This  is  a  hard  thing  to  marry  with  factu¬ 
al  findings  that  are  extremely  serious  and  trou¬ 
bling.”  Managing  Editor  Steve  Coll  understood 
Boo’s  vision  and  protected  it,  Leen  says. 

Robert  H.  Giles,  senior  vice  president  of 
the  Freedom  Forum  and  chairman  of  the 
Pulitzer  public-service  jury,  cites  the  difficul¬ 
ty  of  gathering  material  for  this  project  as  one 
factor  that  helped  elevate  Boo’s  work  to  final¬ 
ist  status.  “She  was  dealing  with  people  who 
often  were  able  only  to  give  fragments  of 
information  from  their  own  experiences,”  he 
notes.  “So  the  reporting  job  was  extraordi¬ 
nary  ...  [and]  in  itself  made  this  story  an 
exceptional  one.”  Coupling  it  with  Boo’s 
descriptive  and  powerful  narrative,  says 
Giles,  made  for  a  winning  entry. 

Leen  says  simply:  “This  was  essentially 
one  reporter  on  a  very  special  mission,  break¬ 
ing  down  a  wall  of  secrecy.  And  just  writing 
with  a  passion  I  don’t  think  I’ve  ever  seen  in 
a  newspaper.” 

Boo,  who  is  a  Washington  native,  devel¬ 
oped  that  passion  as  an  editor  and  writer 
at  the  Washington  City  Paper,  and  as  an  edi¬ 
tor  at  The  Washington  Monthly  before  joining 
the  Post  nine  years  ago.  She  has  specialized 
in  poverty  issues  ever  since,  earning  a  rep¬ 
utation  for  her  prose  along  the  way.  Boo 
admits  her  attraction  to  these  stories  is 
rooted  in  her  own  life  experiences,  but  de¬ 
clines  to  be  more  specific,  observing  only 
that  after  high  school  she  was  a  secretary  for 
four  years  while  attending  night  school  — 
“which  kind  of  speaks  for  itself.”  She  didn’t 
graduate  until  she  was  25,  “and  then  I  knew 
what  1  wanted  to  do.”  ■ 


A  Kentucky 

Joel  Pett  won  a  coveted  national  award 
partly  by  focusing  on  local  and  state 
issues.“I  can’t  tell  you  how  pleased  that 
makes  me,”  says  this  year’s  winner  of  the 
Pulitzer  Prize  for  editorial  cartooning.  “I  hope 
this  portends  a  trend.” 

Most  previous  Pulitzer  recipients  snagged 
the  prize  with  cartoons  on  national  and  inter¬ 
national  topics.  But  Pett,  a  16-year  Lexington 
(Ky.)  Herald-Leader  veteran,  recalled  that  10 
of  the  20  drawings  he  submitted  addressed 
local  or  state  subjects.  Pett  and  other  close-to- 


HENRY  ALLEN,  THE  WASHINGTON  POST,  CRITICISM 
CAROL  GUZY,  MICHAEL  WILLIAMSON,  LUCIAN  PERKINS, 
THE  WASHINGTON  POST,  FEATURE  PHOTOGRAPHY 


Photo  finishing 


Carol  Guzy  captured  a  Kosovar  refugee  child  being  passed 
through  barbed  wire  to  grandparents  at  camp  in  Kukes,  Albania. 


Self-confessed 
Proust  fan  and 
Post  “Style”  critic 
Henry  Allen  has  been 
enthralled  by  photogra¬ 
phy’s  “curious  quality  of 
being  both  past  and  pres¬ 
ent”  since  he  started 
writing  about  it  20  years 
ago.  Allen  writes  many 
other  things  as  well, 
including  this  year  an 
ode  to  each  decade  of  the 
20th  century,  but  it  was 
his  photography  criti¬ 
cism  that  won  the  Pulitzer. 

“We  spend  so  much  of  our  lives  trying  to 
preserve  what  cannot  be  preserved,  and  then 
watching  it  chtuige,  and  being  haunted  by 
ghosts  from  the  past,”  he  says.  “So  we  do  our 
best  to  remember  because  those  feelings  were 
our  lives.  Photographs  help  us  do  that.  So 
really,  I  write  the  same  story  over  and  over 
again,  about  different  things.  It’s  an  endless 
list  of  things.” 

Carol  Guzy,  Michael  Williamson,  and 
Lucian  Perkins  —  who,  with  Assistant 
Managing  Editor  of  Photography  Joe  Elbert, 
have  now  amassed  15  Pulitzers  among  them 
—  took  the  feature  photography  prize  this 
year  for  their  images  of  Kosovo’s 
refugees.  Hunkered  down  for 


months  in  the  conflict  zone,  the  Post  shooters 
snapped  images  of  border  crossings  and 
camps,  mass  graves  and  moments  of  joy. 
Elbert  thinks  the  comprehensive  nature  of  the 
Post'%  coverage  contributed  to  their  win.  “I 
believe  that  if  the  images  are  one-dimension¬ 
al,  if  we’re  showing  the  grief  and  nothing  but 
the  grief,  then  ultimately  those  sorts  of  photos 
aren’t  as  strong  as  they  would  be  if  you  cap¬ 
tured  those  precious  tittle  moments  of 
humanity,”  he  says.  “So  we  would  have  an 
image  of  a  man  holding  the  skeletal  remains 
of  his  nephew  —  and  then  a  photo  of  the  lit¬ 
tle  refugee  girls  in  the  mountains  with  flowers 
in  their  hair.”  —  Ellen  Liburt 


home  adherents  say  local  car¬ 
toons  have  more  impact. 

Pett  (profiled  in  E&P,  June  12, 

1999,  p.  84)  added  that  the 
Pulitzer  “gives  me  my  little  15 
minutes  to  encourage  editors 
around  the  country  to  hire  and  use  more  car¬ 
toonists.  Newspapers  are  underutilizing  a  tal¬ 
ented  group  of  people  who  could  make  edito¬ 
rial  pages  a  lot  more  interesting.” 

His  Pulitzer  caps  an  eventful  period  for 
Pett,  46,  whose  work,  while  often  funny,  falls 


into  the  hard-hitting  rather  than  gag  school  of 
editorial  cartooning.  He  moved  to  Universal 
Press  Syndicate  last  June,  and  completed  a 
one-year  term  as  president  of  the  Association 
of  American  Editorial  Cartoonists  in 
September.  —  Dave  Astor 
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out  finalists  The  New  York  Times,  circulation 
1 . 1  million,  for  a  profile  of  a  mentally  ill  man 
who  pushed  a  woman  in  front  of  an  oncoming 
subway;  and  the  Portland  Oregonian,  circula¬ 
tion  347,500,  which  entered  its  series  on  how 
politics  influences  pesticide  regulation. 

The  Tribune's  dedication  to  the  project  and 
its  readers  made  it  possible  to  produce  a  series 
of  this  magnitude,  Newhouse  explains.  “This 
was  grim,  and  not  stuff  the  community  always 
wanted  to  hear,”  says  Newhouse,  55,  a  big  man 
with  a  bushy,  handlebar  mustache.  ‘To  have 
committed  these  kind  of  resources  for  this 
length  of  time,  it  was  a  magnificent  decision.” 

Newhouse’s  executive  editor,  Jim  Strauss, 
came  up  with  the  idea  for  a  series  a  year  and  a 
half  ago  after  observing  that  alcoholism  was  at 
the  root  of  the  state’s  social  problems.  New¬ 
house,  who  had  been  with  the  paper  10  years 
and  with  The  Associated  Press  1 8  years  before 
that,  seemed  the  natural  person  to  do  it,  since 
he’s  the  paper’s  social-welfare  reporter  and  its 
projects  editor.  Newhouse  needed  no  convinc¬ 
ing.  “It  was  just  a  dream  to  be  able  to  tackle  a 
story  of  that  magnitude,”  he  says. 

The  paper  assembled  a  panel  of  experts  to 
help  guide  the  story.  Newhouse  and  his  editors 
mapped  out  a  dozen  segments  covering  topics 
ranging  from  domestic  violence  to  alcoholism 
on  Indian  reservations  to  alcohol’s  relation  to 
other  chemical  dependencies.  Finally,  they 
explored  solutions. 

Such  a  project  might  not  cripple  a  big  met¬ 
ropolitan  daily.  But  for  the  Tribune  to  pull  it  off, 
everyone  on  staff  had  to  pitch  in.  The  photo  and 
graphics  departments  made  sure  the  series  was 
well-presented,  and  the  rest  of  the  reporters 
picked  up  Newhouse’s  other  duties. 

The  Tribune,  owned  by  Gannett  Co.  Inc., 
seeks  to  be  a  statewide  paper,  and  reflecting 
that  in  the  series  was  no  easy  feat.  Covering 
148,000  square  miles,  Montana  is  the  fourth- 
largest  state  in  the  nation.  Newhouse  and 
Tribune  photo  staffers  sometimes  would  leave 
at  5  a.m.  for  one  city,  returning  at  3  a.m.  the 
next  day.  He  made  about  10  such  trips  in  a  year. 

The  first  installment  was  published  Jan.  3 1 , 
1999.  The  segments  usually  jumped  from  Page 
One  to  two  pages  inside,  sometimes  mnning 
for  two  or  three  days.  In  the  end,  they  filled  50 
broadsheet  pages  with  about  50,000  words. 

Newhouse  knew  the  only  way  to  write  about 
alcohol  was  through  its  survivors.  It  was  also 
the  toughest  part  of  his  assignment. 

For  the  series  to  be  credible,  the  Tribune 
insisted  on  using  full  names,  except  for  juve¬ 
niles.  To  get  reluctant  sources  to  tell  their  sto- 


Hold  the  wife,  and  the  champagne:  Eric  Newhouse  hugs  his  spouse  in  the  newsroom  after 
learning  he’d  won  the  Pulitzer  for  12-part  series  on  the  evils  of  alcohol  in  Montana. 


ERIC  NEWHOUSE,  GREAT  FALLS  TRIBUNE, 
EXPLANATORY  REPORTING 


Giant  honor  for 
small  newspaper 


By  Lucia  Moses 


“A  Pulitzer  Prize-winning  newspaper”  ran 
under  the  Tribune's  flag. 

“Just  the  sheer  elation  of  winning  an  award 
of  this  magnitude  for  a  paper  this  size  is  all  I’ve 
thought  about  since  yesterday,”  Newhouse 
commented  the  following  day. 

Small  can,  indeed,  be  beautiful.  Last  week, 
the  Tribune  showed  the  world  how  a  34,000- 
circulation  paper  with  a  full-time  staff  of  38  can 
make  a  deep  impact  on  its  community  when  the 
paper  won  the  Pulitzer  for  explanatory  writing. 
In  12  monthly  installments,  Newhouse  demon¬ 
strated  the  economic  and  social  costs  of 
Montana’s  drug  of  choice  through  the  lives  of 
people  who  had  battled  it 

The  award  is  all  the  more  notable,  since 
small  papers  that  earn  Fhilitzers  tend  to  win  in 
the  spot-news  category  for  coverage  of  a  single 
big  news  event.  In  this  case,  the  Tribune  beat 


When  the  Pulitzer  Prize 
winners  were  announced 
on  April  10,  Eric  New¬ 
house  was  at  his  desk  at 
the  Great  Falls  (Mont.) 
Tribune  wrestling  with  a  story  on  drug  abuse. 
His  phone  ratig.  It  was  CBS  Radio  in  New 
York,  calling  for  a  reaction.  Newhouse  sliook 
his  head,  confused.  He  had  forgotten  his  editors 
had  entered  in  competition  his  1 2-part  series  on 
the  scourge  of  alcoholism  in  his  state.  “You  do 
know  you  won  a  Pulitzer,  don’t  you?”  the  radio 
interviewer  asked. 

The  newsroom  cracked  open  a  case  of  cham¬ 
pagne  and  celebrated  — in  moderation,  of 
course.  Newhouse’s  wife,  Suzie,  a  school¬ 
teacher,  rushed  over.  The  next  day,  the  words 
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I  ne  Denver  Post  is 
honored  to  have  been 
awarded  the 
2000  Pulitzer  Prize 
for  our  breaking 
news  coverage 
of  tiie  tragic  events  at 
Columbine  High  School. 


The  story 
was  not  easily  told,  and 
its  victims  and  their 
families  will  live 
in  our  hearts  forever. 
We  are  proud  that  we 
served  Colorado's  need 
for  swift,  accurate 
H  infomation  in  a 
time  of  chaos. 


the  Denver  Post 


Healing  Begins 


Colorada  world  mourn  deaths  at  Cdumbine 


^  I  The  2000  Pulitzer 
^  acknowledges 

The  Denver  Post's 
compassionate, 
responsible  journalism. 

As  "The  Voice  of  the 
Rocky  Mountain  Empire," 
we  have  received 
five  Pulitzer  Prizes. 

With  this  award, 
we  pay  tribute  to  our 
community,  which  gave 
us  the  strength  to 
give  our  very  best. 


Dream 

turasto 

nightmare 


IVfonients  of  true  courage 
in  a  time  sheer  tmor 


'Die  Denver  POST 


i  J 

1 
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ries.  Newhouse  often  sat  down  with  the  sub¬ 
ject's  family  to  discuss  the  project,  his  motives, 
and  previous  examples  of  his  work.  In  a  few 
ca,ses,  he  agreed  to  show  sources  rough  drafts 
of  their  stories;  they  proposed  only  factual 
changes,  if  any. 

“It  was  so  emotionally  significant  because 
we  were  touching  the  lives  of  people,”  he  says. 
“We  have  their  futures  in  our  hands.  We  can  do 
them  enormous  hann  almost  inadvertently.  So 
it  was  important  that  I  tell  it  carefully.” 

When  he  assigned  the  project.  Strauss  knew 
Newhouse  had  the  right  personality  for  it.  “He 
fancies  himself  a  maverick,  and  he  lives  up  to 
that,”  Strauss  observes.  “His  style  is  very  out¬ 
going.  he’s  able  to  extend  himself  over  the 
phone.  Eric  did  not  press  people  for  interviews. 
Sometimes  it  was  a  couple  of  days,  sometimes 
it  was  a  week,  and  they’d  call  back  and  say,  i 
do  have  a  story  to  tell.’” 

Newhouse  calls  the  project  his  most  emo¬ 
tionally  draining  story.  For  him.  that’s  saying  a 
lot.  The  son  of  two  Journalists,  he’s  always 
thrived  on  gritty,  breaking  news.  While  at  the 
AP,  he  was  pegged  as  the  disaster  guy,  and  cov¬ 
ered  such  stories  as  Elvis  Presley’s  passing,  a 
tragic  child-abuse  death  that  gained  national 
attention,  and  the  full  range  of  natural  disasters. 
He  came  to  the  Tribune  in  1988,  drawn  by  its 
hard-news  reputation. 

The  alcohol  series  drew  strong  reaction  that 
was.  for  the  most  part,  positive.  People  stopped 
Newhouse  on  the  street  to  thank  him.  Some 
readers  sent  money  directly  to  the  people 
whose  stories  were  published.  Stxial-welfare 
agencies  have  acknowledged  the  need  to  collect 
better  data  on  alcoholism,  and  lawmakers  have 
started  asking  what  they  can  do. 

Karen  Jurgensen,  editor  of  USA  Today  and 
chairwoman  of  the  seven-judge  panel  that 
Judged  the  finalists  for  explanatory  reporting, 
says  the  judges  were  impressed  by  the  project, 
given  the  size  of  the  paper,  but  didn’t  cut  it  any 
slack.  “It  was  a  very  careful,  detailed  Icxik  that 
was  revelatory  about  the  impact  of  alcohol,” 
she  adds.  “They  went  to  great  lengths  to  be  pre¬ 
cise.  It  was  filled  with  wonderful  quotes  and 
wonderful  facts.” 

Eric  Newhouse’s  Joy  of  winning  the  Pulitzer 
was  bittersweet,  however.  The  day  he  heard  the 
news,  Newhouse  went  looking  for  one  of  his 
sources,  a  man  who  spent  his  life  in  and  out  of 
detox  centers,  to  tell  him  about  the  Pulitzer.  He 
found  the  man  scrounging  in  a  Dumpster  after 
having  another  relapse.  Newhouse  bought  the 
man  a  sandwich,  and  the  two  sat  for  a  while  and 
talked.  Another  life  wasted  by  alcohol.  ■ 


Photo  of  griev¬ 
ing  Columbine 
High  School 
students  by 
George 
Kochaniec  Jr., 
was  part  of 
winning  Rocky 
Mountain  News 
entry 


High  tragedy  spurs 
Denver  coverage 


By  Lucia  Moses 

In  Denver’s  unrelenting  newspaper 
war,  the  dueling  dailies  have  both 
claimed  to  be  tops  in  circulation, 
advertising,  and  news  coverage.  But 
for  a  brief  moment  last  week  they  achieved 
delicious  parity  when  the  Pulitzer  Prize 
board  awarded  each  paper  Journalism’s  top 
prize  for  its  coverage  of  the  Columbine 
High  School  shooting. 

The  Denver  Post  won  for  breaking-news 
reporting,  the  Denver  Rocky  Mountain 
News  for  spot-news  photography.  It  was  the 
News’  first  Pulitzer,  the  Post's  fourth. 

The  News  entered  its  Columbine  cover¬ 
age  in  the  breaking-news  category  won  by 
the  Post.  The  Post  wouldn’t  say  if  it  tried 
for  the  spot-news  photo  Pulitzer  taken 
home  by  the  News. 

“1  think  Denver’s  very  lucky  to  have  two 
very  good  newspapers,”  says  Larry 
Strutton,  publisher  of  the  News.  “We  obvi¬ 
ously  think  we  did  a  better  job,  and  they 
think  they  did  a  better  Job,  and  the  Judges 
split  it  down  the  middle.”  It’s  unusual  for 
two  papers  in  the  same  city  to  win  Pulitzers 
for  the  same  story. 

The  Pulitzer  announcement  last  week, 
coming  Just  short  of  the  one-year  anniver¬ 
sary  of  the  school  shooting,  was  a  bitter¬ 
sweet  win  for  both  papers. 

“No  one  would  want  such  a  tragedy  to 
occur,”  observes  Gerald  Grilly,  publisher  of 
the  Post.  “1  think  the  best  thing  that  comes 
out  of  it  is,  it  gives  you  pause  to  rededicate 
yourself  as  this  story  still  unfolds.” 


Similarly.  Rocky  Mountain  News  Editor 
John  Temple  told  his  paper,  “I  am  proud 
that  this  newsroom  and  newspaper  has  been 
recognized,  but  I  sure  wish  we  never  had  to 
get  it  this  way.” 

The  shooting  rampage  by  two  students 
at  the  Columbine  school  in  Littleton,  Colo. 
—  where  15  died  and  many  others  were 
injured  —  was  a  tough  story  to  cover.  The 
staffs  of  both  papers  were  left  exhausted, 
mentally  and  physically.  At  the  Po.st,  for 
example,  other  departments  at  the  newspa¬ 
per  and  from  sister  MediaNews  Group  Inc. 
papers  pitched  in.  but  the  brunt  of  the  work 
fell  on  the  newsroom. 

“We’re  a  large  newspaper  in  circulation, 
but  with  nowhere  near  the  resources  of  a 
[monopoly]  paper.”  Grilly  admits.  “It  cer¬ 
tainly  strained  our  resources.” 

Both  papers  said  they  strived  to  be  com¬ 
plete,  but,  above  all,  sensitive  in  their  cov¬ 
erage.  The  News,  for  example,  decided  not 
to  run  photos  of  victims  being  rushed  from 
the  scene  on  gurneys  in  its  first  day  of  cov¬ 
erage.  “We  made  a  conscious  decision  that 
this  wasn’t  going  to  be  blood-and-guts  cov¬ 
erage,”  Strutton  said. 

Both  papers  said  they  would  donate  their 
$5,000  in  award  money  to  a  fund  to  rebuild 
the  library  at  the  school  where  the  massacre 
took  place. 

In  a  rare.  Joint,  feel-good  moment,  each 
publisher  offered  congratulations  to  the 
other.  Perhaps  it  was  a  concession  to  the 
solemnity  of  the  occasion,  says  Strutton, 
admitting,  “We  don’t  do  that  in  Denver.” 

And  don’t  expect  the  harmony  to  last. 
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I  Going  mobile:  Wireless 
puts  news  close  at  hand 

I  BostonHerald.com  revamps, 
cuts  eBay,  CNN  deals 

j  Can  they  hack  it?  Sites 
open  to  sneak  attacks 


New-media  guru 

John  Pavlik  tools  up 

the  next  generation  of  journalists 
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Funnies? 


Seen  a  Zwire!  online 
newspaper  lately? 
There's  a  lot  there  to  like. 
And  every  reason  for 
readers  like  yours  to 
come  back.  Fact  is,  at 
over  1400  newspapers  in 
our  nationwide  network, 
people  are  re-discovering 
newspapers  online.  So 
are  industry  profession¬ 
als,  for  that  matter.  Fast, 
easy  Internet  publishing 
can  be  profitable,  after 
all.  And  there's  nothing 
funny  about  that. 


For  delyilri  or  h  ccrmphne  riemonstrotioh  of  Zwiio!,  call  800  6P0WER6  today. 
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The  dot-com 
Newspaper  Network 
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Newspaper  sites  put  the 
whole  world  in  your  hands 


An  outpouring  of  wireless 
services  this  spring  offers 
intriguing  new  pathways 
for  newspapers  to  distrib¬ 
ute  their  product. 

The  services  may  revolutionize 
news  delivery  by  making  it  ultra¬ 
portable,  but  questions  about  advertis¬ 
ing  potential  make  wireless  profits 
uncertain. 

For  now,  newspapers  are  provid¬ 
ing  wireless  content  simply 
to  broaden  their  reach.  “We 
are  committed  to  being  able 
to  deliver  news  and  informa¬ 
tion  to  whatever  plat¬ 
form  consumers  might 
want,”  says  Ed  Canale, 
director  of  new  media 
at  The  Sacramento 
(Calif.)  Bee. 

Nowadays,  going  “por¬ 
table”  no  longer  means  merely  taking 
a  laptop  on  a  business  trip  or  vacation. 
Now  it  suggests  checking  the  stock 
market  or  traffic  report  while  strolling 
around  the  mall. 

Early  this  month,  Cox  Interactive 
Media  launched  Access  Atlanta 
Anywhere,  a  service  tied  to  the  Atlanta 
Journal-Constitution's  Web  site, 
ajc.com.  The  service  sends  a  variety  of 
local  content  to  Palm  Pilots  and  com¬ 
patible  devices,  pagers,  and  wireless 
telephones  with  Web 
access.  Users  can  cus- 
tomize  the  content  they 
receive  to  get  local 
news,  sports,  weather, 
traffic,  movie  show 
times,  and  an  enter¬ 
tainment  calendar. 

At  the  end  of  March, 
Belo  Interactive  un¬ 
veiled  My-Finance,  a 
personalized  service 
that  sends  daily 
stock  and  financial 
information  to  wire¬ 


less  users.  The  service  is  offered 
through  the  Web  sites  of  Belo’s  major 
papers.  The  Dallas  Morning  News,  the 
Providence  (R.I.)  Journal,  and  The 
Press-Enterprise,  Riverside,  Calif  As 
with  the  Cox  service,  users  can  person¬ 
alize  the  content  by  requesting  the 
stock  quotes  they  want  to  see. 

The  Wall  Street  Journal  offers  a 
variety  of  wireless  content,  from 
financial  headlines  to  article  sum¬ 
maries  to  full  stories.  The 
idea  is  to  tailor  the  content  to 
each  wireless  device.  Cus¬ 
tomers  who  have  to  pay  for  the 
content,  according  to  their 
service  contracts,  may  be 
eager  to  customize  and  get 
“a  lighter  download,” 
according  to  Randy  Kil¬ 
gore,  executive  director  of 
sales  and  marketing  at 
wsj.com,  the  Journal's  Web  site. 

During  the  early  presidential  pri¬ 
maries,  The  Washington  Post  sent 
election  returns  and  political  news  to 
Palm  Pilots  and  wireless  phones  from 
its  Web  site.  The  information  was 
updated  frequently,  whenever  the  site 
was  updated.  The  Post  plans  to 
extend  its  wireless  offerings  later  this 
year  with  “substantial  convention 
coverage,”  according  to  Eric  Koefoot, 
vice  president  of  business  develop¬ 
ment  for  Washingtonpost.Newsweek 
Interactive. 

The  Sacramento  Bee  recently 
launched  two  wireless  offerings.  It  is 
sending  local  news  to  Palm  devices 
with  one,  and  to  cell  phones  and 
pagers  with  the  other.  It  sends  a  report 
each  morning  and  updates  it  twice 
during  the  day. 

Even  smaller  papers,  such  as  The 
Knoxville  (Tenn.)  News-Sentinel,  are 
offering  wireless  services.  It  is  cur¬ 
rently  sending  the  “Handheld  Ed¬ 
ition”  of  the  paper  to  270  Palm 
Piloters.  Users  can  select  from  six  dif¬ 


ferent  categories  of  content:  general 
news,  politics,  sports,  weather,  busi¬ 
ness,  and  traffic  reports. 

All  of  these  fledgling  services  are 
reaching  out  to  a  growing  audience. 
There  are  76  million  wireless  users  in 
the  United  States,  and  50,000  sign  up 
every  day,  according  to  Cox  Interactive 
Media.  In  Europe  and  Japan,  the  news 
services  target  the  cell  phone  audience, 
but  in  this  country.  Palm  Pilots  and  sim¬ 
ilar  devices  have  taken  off. 

The  question  is, 
how  many  wireless 
users  will  sign  up 
for  newspaper  con¬ 
tent?  The  problem 
is:  newspapers  are 
competing  with 
many  others  to 
deliver  wireless 
content  —  from 
Internet  giants, 
such  as  Yahoo!,  to 
media  outlets,  such 
as  ABCNews.com, 
to  the  wireless  car¬ 
riers  themselves, 
such  as  AT&T. 

“Publishers  have 
to  apply  their  sub¬ 
stantial  editorial 
and  marketing  talents  to  create  infor¬ 
mation  services  that  are  both  relevant 
and  tactical  to  wireless  users,”  says 
Melinda  Gipson,  director  of  new- 
media  business  at  the  Newspaper 
Association  of  America,  who  wrote 
“A  Menu  for  the  Mobile  Millennium,” 
a  white  paper  on  the  subject.  “Local 
weather,  movie  listings,  traffic 
updates,  and  the  like  are  the  kind  of 
content  that  will  play  in  this  environ¬ 
ment,”  she  says. 

“When  it  comes  down  to  it,”  The 
Sacramento  Bee's  Ed  Canale  says, 
“local  news  is  the  best  way  of  differen¬ 
tiating  cell  phone  and  pager  services.” 

Newspapers  are  partnering  with  a 


Will  newspapers 
go  Palm  some¬ 
day?  Even  now, 
wireless  users 
have  a  wide  range 
of  services  and 
material  to 
choose  from, 
including  stock- 
market  and  traffic 
reports. 


www.edjtorandpubljsher.com 
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variety  of  companies  that  deliver  the 
content  to  wireless  devices. 

The  major  player  is  San  Mateo, 
Calif.-based  AvantGo,  which  has 
teamed  up  with  The  New  York  Times, 
the  Seattle  Post-Intelligencer,  The 
Knoxville  News-Sentinel,  and 
many  other  papers.  Atlanta- 
based  AnyDevice.com  delivers 
content  for  Cox  Interactive, 
and  Vienna,  Va.-based  Micro- 
Strategy  delivers  it  for  Belo. 

The  companies  differ 
according  to  the  types  of 
wireless  devices  they  deliver 
to  and  the  additional  servic¬ 
es  they  perform.  MicroStrategy  works 
with  papers  to  create  local  content. 
“Our  next  step  is  to  incorporate  our 
financial  experts  into  [My-Finance] 
so  it  has  a  local  perspective,”  says 
Flory  Bramnick,  vice  president  of 
business  development  at  Belo 
Interactive. 

All  of  the  content  is  provided  for 
free  —  which  prompts  another 
major  question:  how  are  newspapers 


going  to  profit  from  it?  Canale  says 
the  Bee  receives  royalties  from 
Verizon,  one  of  its  content  distribu¬ 
tors,  whose  customers  pay  a  month¬ 
ly  fee  that  is  shared  with  the  Bee. 
But  it’s  a  small  revenue  stream, 
because  there  are  few  subscribers. 
“If  the  day  comes  when  there’s 
100,000  people  using  the  service,  it 
will  be  big,”  he  says. 

Ads  on  the  small  screen 

Meanwhile,  the  prospects  for 
attaching  advertising  to  wireless  con¬ 
tent  are  dim,  for  now.  “The  opportuni¬ 
ty  for  advertising  is  slim,  because  the 
medium  is  constrained  with  a 
postage-stamp-size  display,”  says 
James  Calloway,  executive  vice  presi¬ 
dent  of  business  development  at 
Nando,  the  online  publishing  division 
of  the  McClatchy  Co. 

“Wireless  phones  are  limited  by 
their  tiny  size,  their  small  band¬ 
width,  and  their  lack  of  color, 
sound,  and  video,”  adds  Jeff  Moore, 
an  analyst  at  Current  Analysis,  a 


Subscriber  perk  is  in 


To  keep  subscribers,  some 
newspapers  have  offered  the 
a  la  Carte  or  similar  dining 
card  programs  that  provide 
discounts  at  participating  restaurants. 
Now  the  founders  of  a  la  Carte  are 


WAM,  bam,  thank  you,  Mr.  Newspaper  man:  The 
card  to  carry  if  you’re  looking  for  redemption 


introducing  WAM!  Loyalty.com,  a 
digital  currency  program  for  restau¬ 
rants,  local  merchants,  national 
chains,  and  online  retailers. 


The  San  Diego  Union-Tribune  will 
be  the  first  paper  to  roll  out  the  pro¬ 
gram  in  June,  sending  two  WAM! 
cards  to  all  320,000  home  sub¬ 
scribers.  San  Diego-based  WAM!  is 
busy  distributing  special  card  readers 
to  500  local  merchants  throughout  the 
area.  Whenever  a  WAM!  card  holder 
makes  a  purchase  at  these  retailers,  he 
swipes  his  card  and  earns  1 0%  to  20% 
of  the  purchase  price  in  WAM !  digital 
currency  from  the  merchant. 

“Frequent  users  will  build  up 
WAM!  very  quickly,  and  there’s  very 
easy  redemption,”  says  Stuart 
Graham,  president  and  CEO.  “If 
you’ve  got  $10  worth  of  WAM!  on 
your  card,  you  can  immediately  buy  a 
cup  of  coffee  and  a  croissant  at  the 
local  deli.” 

Graham  and  Chairman  Dennis 
Wise  founded  a  la  Carte  eight  years 
ago,  and  now  have  16  dailies  partici¬ 
pating  (some  call  their  program  card 
the  “Press  Pass”).  The  men  are  confi- 
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Sterling,  Va. -based  provider  of 
online  intelligence  for  sales  and 
marketing  professionals. 

The  only  types  of  advertising 
wireless  devices  accommodate  are 
brief  lines  of  text  or  clickable  links. 
“Banner  ads  dominate  on  the  Net, 
but  with  wireless  it  will  have  to  be 
different,”  Moore  says.  The  physical 
limitations  of  wireless  technology 
aren’t  the  only  barriers  to  advertis¬ 
ing.  Another  is  the  limited  wireless 
audience,  which  makes  the  market 
too  small  to  support  advertising. 
“We  don’t  have  enough  users  to  get 
a  sponsor,”  says  Jonathan  Bell,  sen¬ 
ior  Web  designer  at  The  Knoxville 
News-Sentinel. 

Then  there  is  the  fact  that  many 
wireless  users  pay  fees  to  receive 
local  content,  which  means  they 
would  pay  for  the  advertising  they 
receive.  “Some  people  pay  per  digit  of 
info,  “wsj. corn’s  Kilgore  points  out, 
“so  if  there  was  an  advertising  mes¬ 
sage,  they’d  have  to  pay  for  that.” 

—  Ken  Liebeskind 

tbe  cards 

dent  the  new  program  will  attract 
users  and  newspapers  (they  say  seven 
contracts  are  pending).  WAM  bal¬ 
ances  can  be  checked  on  the  compa¬ 
ny’s  Web  site,  which  will  be  tied  to 
online  newspapers  to  drive  traffic. 

For  the  newspapers,  subscriber 
retention  is  the  goal.  They’ll  also  get 
data  on  how  many  customers  are 
using  their  WAM!  cards,  and  how 
they’re  using  them.  “It  will  be  great 
to  get  back  data  on  the  spending 
habits  of  subscribers,”  Graham  says. 
The  program  will  typically  cost  $  1  to 
$2  per  subscriber  household;  the  old 
restaurant-only  program  cost  $2  to 
$7  per  card. 

In  San  Diego,  the  program  will 
give  newspaper  subscribers  “a  benefit 
they  can’t  receive  anywhere  else,” 
says  Bruce  Blair,  circulation  sales 
manager.  And  the  Web  component 
can’t  hurt  either.  “It’s  a  good  tie-in  to 
e-commerce,”  Blair  says. 

—  Carl  Sullivan 
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VOL.  1 

•  U.S.  &  Canadian 

•  U.S.  &  Canadian  Groups  &  Spe 

•  Foreign  NewspapeiWl^^ 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/interactive  Products  &  Services 


r  Groups  &  Special  Dailies 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  industry  Services 
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I  Dailies  throughout 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 

I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 
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•  Alphabetical  listing  of  personnel  from  Dailies,  Weeklies,! 

Groups,  Services,  Shopper  and  Niche  Publications. 

•  Name,  Title,  Company,  Phone,  City  &  State  I 


b  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


WEB  SITE  REVIEW 


Boston  tabloid  heralds 
new  links  to  CNN,  eBay 

by  Carl  Sullivan 


Perhaps  heralding  a  new 
era  of  online  partner¬ 
ships  for  newspapers, 
Boston’s  daily  tabloid 
has  teamed  with  Web 
giants  eBay  and  CNN.com  for  the 
launch  of  its  redesigned  Web  site. 


Old  and  new: 
BostonHorald. 
corn’s  new  site 
(above)  brings 
the  print  ver¬ 
sion  to  the  fore 
with  an  image 
of  the  front 
page.  The  new 
site  is  easier  to 
navigate  than 
the  old  version 
(right). 
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The  new  Boston  Herald  site  is  more 
user-friendly  and  with  more  content 
—  all  the  while  forging  stronger  ties 


between  the  newspaper’s  print  and 
online  versions. 

In  terms  of  partnerships,  the 
Herald  is  the  first  newspaper  in  the 
country  to  join  online  auction  leader 
eBay’s  new  regional  marketplaces. 
The  San  Jose,  Calif. -based  company 
launched  53  local  auction  sites  last 
fall,  and  is  talking  to  several  newspa¬ 
pers,  but  the  Herald  is  the  first,  says 
spokeswoman  Callie  Gregory. 
“I  Newspapers  I  bring  a  local  pres¬ 
ence,”  she  says.  “They  have  strong 
relationships  with  their  communi¬ 
ties.”  Available  from  banners 
throughout  BostonHerald.com,  eBay 
Boston  offers  more  than  60,{)()() 
items  from  regional  sellers. 

The  new  service  will  compete 
with  Boston.com  auctions,  launched 
last  year  by  The  Boston  Globe  in 
partnership  with  Fairmarket  of 
Woburn,  Mass.  “We  chose  a  click¬ 
through  affiliate  relationship  with 
eBay  because  we’re  not  in  a  position 
to  throw  the  re¬ 
sources  ourselves 
into  building  an 
auction  space,” 
says  BostonHerald- 
.com  Vice  Pres¬ 
ident/Editor  Bill 
Weber. 

Weber  takes  the 
“Why  should  we 
build  it  from 
scratch  when  some¬ 
body  else  has 
already  built  it?” 
attitude  to  national 
news  as  well.  In 
addition  to  wire 
copy  that  runs  regu¬ 
larly  on  the  site,  BostonHerald.com’s 
partnership  with  one  of  the  Web’s  top 
national  news  sites,  CNN.com, 


brings  streaming  video  news  to 
BostonHerald.com.  In  exchange,  the 
newspaper  will  soon  offer  top  news 
stories  to  CNN.com  readers.  CNN- 
.com  has  been  seeking  local  news 
partners,  but,  like  eBay,  has  had  few 
newspaper  takers.  CNN.com  cur¬ 
rently  links  to  numerous  local  TV 
stations. 

Kansas  City,  Mo.-based  Universal 
Press  Syndicate  is  managing  the 
deal,  including  distribution  of  CNN’s 
video  and  aggregation  of  newspaper 
content  for  the  Time  Warner-owned 
news  giant.  Weber  says  his  newspa¬ 
per  will  eventually  provide  the  full 
text  of  two  stories  and  links  to  half  a 
dozen  other  stories  each  day  to  CNN. 
CNN.com  also  will  provide  links 
to  the  Boston  Herald's  online  classi¬ 
fieds.  “We’re  choosing  the  stories 
that  they  run,  and  we  can  update 
at  any  time  throughout  the  day,” 
Weber  says. 

These  partnerships  with  national 
Web  players  may  be  a  smart  way  for 
papers  to  compete  online  —  particu¬ 
larly  for  papers  with  circulation  under 
300,(XK),  such  as  the  Herald.  The 
deals  should  drive  traffic  both  ways 
and,  in  this  case,  enhance  Boston¬ 
Herald.com’s  stature  online. 

Improved  site 

Other  new  features  on  the 
redesigned  site  include  the  latest 
weather  information  from  Rainor- 
Shine.com,  enhanced  sports  cover¬ 
age  from  Sportsnetwork,  an  online 
version  of  the  “Old  Farmer’s 
Almanac,”  a  new  search  engine,  and 
expanded  reader  forums. 

With  about  a  dozen  editorial  and 
technical  staffers,  BostonHerald.com 
puts  the  entire  contents  of  the  print 
edition  online  each  day,  save  some 


i6  E*P  INTERACTIVE  APRIL  17.  2000 


www.editorandpublisher.com 


I 


■  M 


!  .-I 


Want  more  revenue  from  your  website? 


ffe'  ■ 

f  ■  i  i  H  ■ 

_ 

'  t  ' 


■'I . 


Everstream  brings  you. 


•  Your  Own  internet 
Radio  Stations 


•  Your  Share  of  Broadcast 
Ad  Dollars 


•  The  Next  Wave  of 
On-Line  Opportunity 


...just  listen, 


Streaming  audio  promotes  longer  website  visits  and  creates  a  more  compelling  site. 
And  on  most  sites,  that’s  where  the  attraction  ends.  With  Everstream  you  can  easily 
have  streaming  audio  on  your  ^te,  and  quickly  use  it  to  generate  incremental  ad 
revenue.  For  an  earful  of  how  this  dynamic  on-line  revenue  opportunity  can  work  for 
yo'u,  visit  us  at  www.everstream.com  or  call  1.888.842.1717.  '  . 

Licensed  by  A'SCAP  BMI.  and  SESAC^  Membei  of  DiMa. 


Everstream 


WEB  SITE  REVIEW 


RB  CHAMBERS 


sports  agate.  Weber’s  crew  updates  newspaper  also  joined  the  Captivate 

news  during  the  day  with  wire  copy,  Network,  which  pulls  headlines  from 

posting  250  to  300  pieces  daily,  the  site  and  distributes  them  to  flat- 

Launched  Just  two  years  ago,  the  site  screen  TVs  posted  in  office  building 

attempted  temporarily  to  update  and  hotel  elevators  in  the  Boston 

news  with  original  reporting,  but  area.  It’s  an  intriguing  new  distribu- 

found  there  wasn’t  sufficient  staff  for  tion  outlet  that  may  spread  the  Web 

such  an  endeavor.  site’s  brand,  Weber  believes. 

Instead,  the  group  focuses  on  To  create  new  synergies  with  the 
adding  features  and  increasing  traffic  print  version,  the  redesigned  home 

to  the  site.  One  way  of  updating  news  page  now  clearly  incorporates  each 

and  attracting  eyeballs  is  the  site’s  day’s  newspaper.  An  image  of  the 

paper’s  front  page  is 
provided  in  the 
upper  right-hand 
comer.  By  clicking 
on  the  image,  the 
user  brings  up  a 
larger  version  of  the 
front  page,  which  is 
a  virtual  map  to 
those  stories.  By 
clicking  on  any  arti¬ 
cle,  the  user  calls  up 
an  easy-to-read  text 
box  right  alongside 


right  up  to  our  front  page,”  Weber 
says.  Right  below  the  “Today’s  Front 
Page”  feature  on  the  home  page  is 
“Today’s  Advertisers”  with  a  list  of 
display  advertisers  in  that  day’s 
paper.  Click  on  “Best  Chevrolet,” 
and  you  get  an  image  of  a  local  auto 
dealer’s  display  ad.  Can’t  read  the 
copy  on  the  cars  adverti.sed?  No 
problem.  Just  click  on  any  part  of  the 
ad  for  a  blown-up  image  that  you  can 
read.  Reading  the  fine  print  on  airline 
ads  is  even  possible  with  this  feature. 

Both  the  “Front  Page”  and 
“Advertisers”  features  are  powered 
by  Infosis  Corp.  of  Quincy,  Mass., 
which  takes  digitally  created 
newspaper  pages  (in  QuarkXPress 
or  Adobe’s  portable  document 
format)  and  turns  them  into  Web 
image  maps.  The  company  pro¬ 
vides  the  same  service  for  The 
Christian  Science  Monitor  ^  printed 
editorial  pages. 

What’s  next  for  the  site?  Weber 
wants  to  develop  databases  for  enter¬ 
tainment  listings,  movie  reviews,  and 
travel  articles  —  basically  to  make 
the  newspaper’s  best  content  more 
accessible  and  more  evergreen.  “We 
made  the  decision  early  on  that  we 
were  going  to  leverage  the  name  of 
the  Herald  and  its  very  strong  local 
reputation  and  develop  the  same 
kinds  of  products  and  services 
online,”  Weber  says.  This  approach  is 
quite  different  from  the  paper’s  big 
neighbor.  The  Boston  Globe.  That 
New  York  Times  Co.  paper  has  been 
developing  a  regional  portal  strategy 
with  its  Boston.com  site.  The  portal 
site  cherry-picks  from  the  newspaper 
site,  which  is  another  level  down. 

“We’re  two  different  animals,” 
says  Weber,  who  worked  for  the  print 
Herald  for  14  years,  including  a  stint 
e-mail  newsletter,  which  has  about  the  image  with  the  complete  story.  as  arts/entertainment  editor.  Weber 
5,000  subscribers  who  can  choose  And  what  about  print  display  says  his  site  will  continue  to  do  its 
from  a  dozen  different  subject  areas,  advertising  —  something  many  own  thing,  without  worrying  too 

“We’ll  soon  launch  an  afternoon  newspaper  publishers  have  fretted  much  about  what  the  much  bigger 

update  feature  by  e-mail,”  Weber  adds,  about  as  they’ve  devoted  resources  to  Globe  is  up  to.  “We’re  extending  the 
Within  a  week  or  two,  Boston-  the  Web?  BostonHerald.com  has  franchise  of  our  newspaper,”  he 

Herald.com  will  offer  news  to  Palm  devised  an  ingenious  solution.  “Our  explains,  “not  building  a  new  brand 

Pilot  owners,  via  AvantGo.  The  redesign  brings  our  print  advertisers  online.”  ■ 
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Pavlik  at  the  Center 
for  New  Media;  addicted 
to  technology’s  toys  and  the 
exciting  future  they  promise. 
One  of  his  goals  is  to  get 
reporters  away  from  the 
computer  screen  and  back 
out  in  the  world  of  news. 


by  Bob  Weinstein 

John  Pavlik  walks  briskly  to  his 
office,  unlocks  the  door,  and  stalks 
into  the  spacious  room  with  a  student 
(actually,  “apostle”  is  a  better 
description)  hot  on  his  heels.  Pavlik 
figures  he  can  better  extol  the  virtues  and 
influence  of  new-media  studies  on  modem 
journalism  by  having  one  of  his  students  pres¬ 
ent.  That  student  is  27-year-old  Rob  Frehse,  a 
former  assignment  editor  at  an  ABC  affiliate 
in  Boston. 

Pavlik’s  offices  are  surprisingly  orderly 
for  an  innovator,  gadgeteer,  and  inventor  of 
tomorrow’s  media  toys.  You’d  think  there 
would  be  tools,  computer  disks,  notepads, 
even  half-consumed  coffee  containers  and 
little  packets  of  mustard  and  mayo  scattered 
around  —  some  evidence  of  controlled  chaos 
to  capture  the  workings  of  the  techie  mind. 
One  large  room  is  used  for  teaching, 
research,  meetings,  and  seminars;  the  other 
is  his  office. 

Frehse  is  just  one  of  the  new  generation  of 
journalists  being  trained  by  Pavlik  to  use  all 
the  nifty  toys  new-media  techies  will  be  turn¬ 
ing  out.  These  journalists  won’t  be  charging 
out  to  cover  stories  with  the  traditional 
reporter’s  notebook,  a  few  pens,  and  a  cam¬ 
era,  says  Pavlik,  professor  and  executive 
director  of  the  Center  for  New  Media  at 
Columbia  University’s  Graduate  School  of 
Journalism  in  New  York.  Rather,  each  may  be 
armed  with  a  half-dozen  high-tech  tools, 
including  a  portable  hand-held  wireless  com¬ 
puter,  the  newest  cell  phone  with  Internet 
access  and  e-mail,  a  “mobile  journalist’s 
work  station,”  and  a  camera  with  Cyclo¬ 
vision,  a  process  developed  at  Columbia’s 
new-media  department.  It’s  a  360-degree 
imaging  system  requiring  nothing  more  com¬ 
plicated  than  attaching  a  parabolic  mirror  to 
the  lens  of  an  off-the-shelf  camera. 
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Pavlik  at  the  Center 
for  New  Media:  addicted 
to  technology’s  toys  and  the 
exciting  future  they  promise. 
One  of  his  goals  is  to  get 
reporters  away  from  the 
computer  screen  and  back 
out  in  the  world  of  news. 


by  Bob  Weinstein 


John  Pavlik  walks  briskly  to  his 
office,  unlocks  the  door,  and  stalks 
into  the  spacious  room  with  a  student 
(actually,  “apostle”  is  a  better 
description)  hot  on  his  heels.  Pavlik 
figures  he  can  better  extol  the  virtues  and 
inlluence  of  new-media  studies  on  modem 
journalism  by  having  one  of  his  students  pres¬ 
ent.  That  student  is  27-year-old  Rob  Frehse,  a 
former  assignment  editor  at  an  ABC  affiliate 
in  Boston. 

Pavlik’s  offices  are  surprisingly  orderly 
for  an  innovator,  gadgeteer,  and  inventor  of 
tomorrow’s  media  toys.  You'd  think  there 
would  be  tools,  computer  disks,  notepads, 
even  half-consumed  coffee  containers  and 
little  packets  of  mustard  and  mayo  scattered 
around  —  some  evidence  of  controlled  chaos 
to  capture  the  workings  of  the  techie  mind. 
One  large  room  is  used  for  teaching, 
research,  meetings,  and  seminars;  the  other 
is  his  office. 

Frehse  is  Just  one  of  the  new  generation  of 
journalists  being  trained  by  Pavlik  to  use  all 
the  nifty  toys  new-media  techies  will  be  turn- 
mg  out.  These  journalists  won’t  be  charging 
out  to  cover  stories  with  the  traditional 
reporter's  notebook,  a  few  pens,  and  a  cam¬ 
era.  says  Pavlik,  professor  and  executive 
director  of  the  Center  for  New  Media  at 
Columbia  University’s  Graduate  School  of 
Journalism  in  New  York.  Rather,  each  may  be 
armed  with  a  half-dozen  high-tech  tools, 
including  a  portable  hand-held  wireless  com¬ 
puter,  the  newest  cell  phone  with  Internet 
access  and  e-mail,  a  “mobile  journalist’s 
work  station,”  and  a  camera  with  Cyclo¬ 
vision,  a  process  developed  at  Columbia’s 
new-media  department.  It’s  a  36()-degree 
imaging  system  requiring  nothing  more  com¬ 
plicated  than  attaching  a  parabolic  mirror  to 
the  lens  of  an  off-the-shelf  camera. 
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New  tool  in  action:  amazing  360-degree  view  of  a  vegetable  market  in  Keraia,  india,  using  a  RemoteReality  OneShot360  lens  and  software 


‘it  gives  you  a  feeling  of  space,  allowing 
you  to  design  your  own  view.  And  it  takes  less 
than  20  seconds  to  load,”  Pavlik  explains. 

And  that’s  just  for  starters.  Pavlik  says  a 
PC-and-camera  combination  will  enable  a 
reporter  to  shoot  and  send  pictures,  and  a 
stories,  to  his  or  her  newspaper  —  or  to  a 
colleague  working  on  the  same  story  in  a  dif¬ 
ferent  location.  “This  is  all  real-time  com¬ 
munication.”  says  Pavlik. 

If  you  think  Pavlik  is  excited  about  present 
innovations,  just  ask  him  about  his  vision  of 
the  future.  He  normally  speaks  at  the  speed  of 
sound,  a  challenge  to  any  journalist  who 
aspires  to  catch  every  information  nugget. 
But  if  you  ask  him  about  the  future,  Pavlik 
shifts  into  overdrive,  and  there’s  no  keeping 
up  with  him.  Along  with  better  information¬ 
gathering  tools  for  reporters,  newspaper  read¬ 
ers  can  look  forward  to  electronic  paper, 
Pavlik  predicts. 

No  joke.  Pavlik  said  a  researcher  at  jfl 
Columbia  is  developing  electronic 
paper  technology.  “It’s  tomorrow’s 
newspaper,”  he  says.  How  does  it  work? 

“The  paper  is  filled  with  millions  of  ^ 
electronic  transistors,”  Pavlik  explains. 
“The  paper  updates  itself  every  time  it’s  con¬ 
nected  to  the  Internet.  You  don’t  ever  have  to 
throw  it  out.” 

‘Toy’  story 

The  centerpiece  of  Pavlik’s  office  are  two 
back-to-back  workstations  equipped  with 
oversized  monitors.  One  workstation  running 
Windows  NT  boasts  a  special  video  capture 
board  that  allows  Pavlik  and  students  to  work 
with  full-motion  360-degree  video  and  other 
digital  video.  Enmeshed  in  technology,  this 
is  where  Pavlik  spends  countless  hours, 
often  working  well  into  the  night  surfing 
the  Net,  critiquing  students’  projects,  as  well 
as  his  own. 

Rob  Frehse  is  just  as  hooked  on  new  media 
as  his  mentor,  who  he  respectfully  calls 
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“Professor”  or  “Dr.”  Pavlik.  In  these  days  of 
disenfranchised  youths  and  open  relation¬ 
ships  with  teachers,  it  is  surprising  and 
impressive  to  witness  the  deference  bestowed 
upon  Pavlik. 

Maybe  it’s  the  scholarly  aura  of  Columbia 
University’s  century-old  museumlike  stone 
buildings  that  triggers  respect  between  stu¬ 
dent  and  teacher.  Or,  possibly,  it  is  as  basic  as 
Frehse  realizing  that  Pavlik  could  teach  him 
things  he  could  learn  nowhere  else.  Or  maybe 
it's  a  healthy  combination  of  both.  Pavlik,  43, 
is  so  immersed  in  his  work,  so  excited  and 
consumed  in  his  own  thoughts,  the 
time-honored  distance  separating 
teacher  and  .student  probably  doesn’t 
cross  his  mind.  /  fljV 

Why  should  it?  Pavlik  might  (  tGfl 


The  RemoteReality 
OneShot360  lens 

toss  it  off  as  an  irrelevant 
detail.  He’s  teaching  someone  who  is 
just  as  addicted  to  technology’s  toys  and  the 
promise  of  an  exciting  future  as  himself 
What’s  more,  Pavlik  is  all  about  turning  out 
the  next  generation  of  wired  journalists,  a 
generation  that’s  being  molded  and  nurtured 
in  his  classes. 

Pavlik,  lean  with  a  closely  cropped  beard 
and  short  hair,  casts  anything  but  a  formal 
academic  presence.  When  he  speaks  about 
new  media,  he’s  not  just  pontificating  about 
the  history  of  the  Internet  or  the  evolution  of 
the  computer,  but  describing  what  he  consid¬ 
ers  the  most  exciting  and  vibrant  innovation 
in  journalism  since  Gutenberg’s  printing 
press.  By  the  sheer  breadth  of  his  knowledge 
about  new  media  and  the  importance  of  the 
Internet  for  both  print  and  broadcast  journal¬ 
ists,  Pavlik  strikes  a  commanding  presence. 


“My,  you  talk  fast,”  a  visitor  observes. 

“This  is  nothing,  you  should  see  me  in 
class,”  he  replies. 

He  is  most  passionate  when  discussing  the 
state  of  journalism.  Pavlik  says,  “We’re  in  a 
transitional  stage  in  which  we  are  being 
flooded  with  news.  There  is  going  to  be  a 
sorting-out  process  in  the  next  five  to  10  years 
in  which  we’ll  have  to  learn  how  to  manage 
all  these  news  sources.” 

All  of  Pavlik’s  students  are  involved  in 
the  experimental  use  of  new  tools.  “This  is 
what  distinguishes  graduate  and  undergradu¬ 
ate  education,”  Pavlik  preaches.  “Students 
are  encouraged  to  help  create  the  new 

knowledge.” 

Ik  Frehse  certainly  agrees.  That’s  why  he 
^  came  back  to  school  —  and  not  to  just 
any  journalism  grad  program.  Frehse 
chose  Columbia  because  it’s  lauded  as 
a  mecca  for  new-media  experimenta- 
^  tion  with  the  guru  behind  it  being  John 
Pavlik.  “I  wanted  exposure  to  the  new 
tools  and  how  to  apply  them  in  the  real 
world,”  says  Frehse.  “1  wanted  to  learn  about 
alternative  story  options  and  a  new  way  of 
thinking.” 

So  did  Dan  Goodrich,  49,  a  veteran  pho¬ 
tographer  with  Long  Island,  N.Y.-based 
Newsday  and  a  1998  graduate  of  Columbia’s 
Graduate  School  of  Journalism.  Goodrich 
returned  to  school  so  he  could  learn  about  the 
new  tools  and  become  a  photojournalist. 
“You  can’t  help  being  inspired  by  the  guy 
[PavlikJ  because  he  completely  loves  his 
work,”  says  Goodrich. 

“1  used  to  be  pretty  much  a  word  person,” 
testifies  Carla  Baranauckas,  44,  an  editor 
at  The  New  York  Times,  “but  now  I  think 
in  terms  of  what  is  the  best  way  to  convey 
information.” 

Pavlik,  she  says,  introduced  her  to  a 
wide  array  of  video,  photo,  and  graphic 
imagery,  “but  the  emphasis  was  always  on 
storytelling.  He  taught  us  to  be  discerning 
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instead  of  just  using  technology  for  the  sake 
of  technology.” 

Expert  techpert 

In  this  new-media  world,  Pavlik  is  an  inno¬ 
vator  and  prophet  rolled  into  one.  Prior  to 
joining  the  Columbia  University  faculty, 
he  was  founding  director  of  the  School  of 
Communication  at  California’s  San  Diego 
State  University.  He  has  written  several 
books  on  new  media  and  computer  net¬ 
works  as  well  as  contributed  to  more  than 
a  dozen  software  packages  for  education 
in  journalism  and  communication. 

Is  Pavlik  a  techie,  teacher,  journalist, 
or  futurist?  Answer?  All  of  the  above. 
That’s  why  Joan  Konner,  former  dean  of 
Columbia’s  Graduate  School  of  Jour¬ 
nalism,  hired  him.  “We  needed  to 
increase  our  intellectual  resources  in  new 
media,”  says  Konner.  “We  had  to  adapt  or 
else  we’d  become  obsolete.  There  were 
few  new-media  experts  who  had  both  a 
research  background  and  practical  expe¬ 
rience  with  new-media  technology. 
Pavlik  was  well-known  and  skilled  in  a 
practical  way.” 

Columbia  University  didn’t  want  to  be  left 
in  the  technological  wake  and  needed  to  bol¬ 
ster  its  journalism  school’s  image  as  being 
part  of  the  experimental  vanguard.  By  the  late 
1 980s,  Konner  and  other  faculty  members  felt 
they’d  better  master  the  technological  tools 
that  were  changing  journalism.  “We  saw  the 
revolution  [a  favorite  word  among  Colum¬ 
bia’s  faculty]  coming,  and  by  1992,  it  was 
under  way.  The  changes  were  overwhelming. 
Students  needed  a  technical  knowledge  base, 
and  John  could  give  it  to  them.  He  was  writ¬ 
ing  about  the  convergence  phenomenon  very 
early,”  Konner  says. 

Yet  Pavlik  says  the  word  “convergence” 
had  a  powerful  meaning  to  him  before  it 
ascended  to  a  power  buzzword  in  techie  cir¬ 
cles.  He  says  he  owes  his  fascination  with 


journalism  and  technology  to  his  family.  His 
grandfather  published  a  weekly  newspaper  in 
Minnesota  around  the  turn  of  the  century,  and 
his  parents  ran  an  electronics-parts  store  in 
Racine,  Wis.,  where  he  grew  up.  “It  was  the 
convergence  of  electronics  and  journalism 
that  led  to  my  strong  interest  in  technology 
and  news,”  Pavlik  explains.  “Unconsciously,  I 
have  been  trying  to  bring  them  together  since 
my  childhood.” 

But  Pavlik’s  epiphany  pointing  him  toward 
his  life’s  obsession  occurred  when  he  was 
about  9  years  old  after  his  parents  bought  him 
a  crystal  radio  set.  Pausing  to  stroke  his  short 
beard,  he  says,  “It  was  amazing.  Here  was 
this  crude  device.  It  had  no  antenna,  electric¬ 
ity,  or  battery.  You  had  to  wrap  wire  around  a 


coil  and  assemble  the  thing.  With  an  alligator 
clip,  I  attached  it  to  a  radiator,  and,  lo  and 
behold,  I  picked  up  news  and  music.  It 
bowled  me  over.  Unconsciously,  I  must  have 
thought  to  myself,  ‘How  could  I  play  a  role  in 
this  trajectory  that  brings  media  into  people’s 
lives  in  a  meaningful  way?”’ 

When  he  was  older,  he  witnessed  changes 
in  communication  in  his  folks’  store.  “We 
sold  TV  antennas,  but  when  cable  came  in  the 
1970s,  I  witnes.sed  the  transformation  of  the 
media  system,”  says  Pavlik. 

These  early  changes  in  communication 
motivated  Pavlik  to  get  a  bachelor’s  degree  in 
journalism  and  a  master’s  degree  in  mass 
communication.  Then  he  built  a  career  as  a 
researcher  and  teacher,  and,  more  recently, 
has  become  an  outspoken  advocate  for  new 
media. 


Microchip  spiritualism 

If  Pavlik  has  a  mission,  it’s  to  change  the 
way  reporters  gather  news.  To  accomplish 
that  end,  he  hopes  to  play  a  part  in  creating 
tomorrow’s  tools.  That’s  not  to  say  news¬ 
papers  are  ready  to  embrace  these  new- 
media  tools. 

“Reporters  are  just  beginning  to  use  in¬ 
teractive  tools,”  says  Pavlik.  “One  of  my 
goals  is  to  get  reporters  away  from  their  com¬ 
puters  and  show  them  the  best  way  to  use 
these  tools.  It’s  easy  to  get  stuck  behind  a 
desk  just  roaming  the  Internet  all  day. 
Reporters  need  to  be  in  the  field  so  they  can 
do  their  best  work.” 

To  assist  in  that  end.  Pavlik  sees  a  battery 
of  new  tools  on  the  horizon,  many  of  which 
are  on  the  drawing  board,  or  already 
developed,  right  now. 

Another  home-grown  Columbia 
toy  is  Pavlik’s  experimental  mobile 
journalist’s  workstation  (or  “wear¬ 
able  augmented  reality  system”)  that 
enables  users  to  experience  hyper¬ 
media  presentations  integrated  with 
actual  outdoor  locations.  It  boasts 
high-speed  Internet  access  and  a 
GPS  (Global  Positioning  Satellite) 
system  that  locates  its  wearer  geo¬ 
graphically. 

“The  mobile  prototype  uses  a 
see-through  head  display  to  overlay 
3-D  graphics,  imagery,  and  sound 
on  top  of  the  real  world,  and  pres¬ 
ents  additional  material  on  a  hand¬ 
held  pen  computer,”  Pavlik  ex¬ 
plains.  “You  can  use  it  to  create 
what  we  call  ‘situated  documen¬ 
taries.’  You  can  walk  around  the  Columbia 
campus  and  relive  the  1968  student  revolt 
and  strike.  Or  you  can  journey  back  in  time 
to  see  what  the  campus  looked  like  100  years 
ago.  The  headset  is  translucent.  Layered  on 
top  of  it  in  almost  ghostlike  form  are  images, 
graphics,  text,  and  audio.” 

Along  with  the  360-degree  camera  and 
the  mobile  journalist’s  workstation,  wireless 
e-mail  is  just  around  the  corner.  “Imagine 
how  useful  this  will  be  to  a  newspaper 
reporter  in  the  field,”  he  says.  “Instead  of 
finding  something  to  connect  to,  you  can  file 
literally  right  from  the  field.  You’ll  also  be 
able  to  do  research  in  the  field.  If  someone 
makes  a  claim,  for  example,  you  can  check 
facts  right  there  and  not  have  to  wait  to  get 
back  to  the  office.  You  don’t  need  a  massive 
news  organization  behind  you.  It  translates 
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to  more  thorough  field  reporting.” 

Next-generation  journalists  will 
also  rely  on  wearable  computer 
devices.  These  are  likely  to  be 
devices  no  bigger  than  a  pager  that 
clip  on  your  belt.  You’ll  be  able  to 
enter  data  by  using  either  a  voice- 
recognition  system  or  a  hand-held 
keyboard. 

“Futurist  Ray  Kurzweil,  one  of 
the  pioneers  of  speech  recognition,” 

Pavlik  reports,  “forecasts  in  his 
1999  book,  ‘The  Age  of  Spiritual 
Machines,’  that  in  less  than  30  years, 
computer  processing  power  will  far 
exceed  that  of  humans  and  will  have 
been  so  miniaturized  that  micro¬ 
chips  will  be  biologically  inserted 
into  people  giving  them  access  to 
vast  repositories  of  knowledge  and 
internal  computer  power. 

“Is  this  part  of  the  future  of  Jour¬ 
nalism  in  the  21st  century?  It’s  not  as  far¬ 
fetched  as  it  seems,”  he  claims.  “MicrtK’hip 
technology  is  already  being  designed  for  use  as 
aids  to  the  blind  or  hearing  impaired,  in  some 
cases  successfully  restoring  sight  or  hearing.” 


says,  “because  we  have  taken  too 
many  things  out  of  context.  The  new 
media  give  Journalists  the  ability  to 
put  stories  back  in  context.  Take  con¬ 
ventional  photography.  The  basic  par¬ 
adigm  has  been  to  put  a  frame  on  a  bit 
of  reality.  Well,  that’s  useful  in  focus¬ 
ing  our  attention.  But,  it  takes  the 
context  away.  When  you  put  some¬ 
thing  on  the  Internet,  for  example, 
you  have  a  frame  where  you  can  start 
the  image.  But,  then  you  can  also 
pan-and-tilt  or  zoom  anywhere  within 
a  360-degree  view.” 

Pavlik  insists  young  people,  espe¬ 
cially,  want  more  and  better  informa¬ 
tion.  “They  want  to  look  around  and 
draw  their  own  conclusions,”  he  adds. 
“We  need  to  re-convince  the  public 
that  they  can  trust  Journalists.  By  tak¬ 
ing  advantage  of  new-media  tools,  we 
can  recapture  and  engage  an  increas¬ 
ingly  alienated  audience.”  ■ 


Weinstein  writes  a  weekly  syndicated 
career  column  about  technical  careers  called 
“Tech  Watch.” 


Three  generations  of  Pavliks  in  communications  business. 
John,  age  1,  held  by  grandfather  Matthew  J.  Pavlik,  a  news¬ 
paper  publisher.  John’s  father  Vernon  ran  an  electronics  store. 

Many  of  these  innovations,  if  they  come 
to  pass,  will  directly  affect  the  future  of 
newspapers.  Pavlik  envisions  a  renaissance 
for  Journalism  in  the  2 1st  century.  “Reader 
penetration  has  been  dropping  steadily,”  he 
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John  Pavlik  sees 
himself  and  his 
colleagues  at 
Columbia  as 
leaders  in  preaching 
the  new-media  gospel. 

“We’re  one  of  the  few 
places  that  is  using  a 
battery  of  new-media  tools”  he  insists.  “If 
there  is  another  school  that  is  using  360- 
degree  imaging,  for  example,  I  don’t  know 
about  it.” 

Pavlik  may  be  alone  in  terms  of  creating 
new-media  gadgets,  but  he’s  not  the  only  one 
teaching  journalists  about  new  media.  It’s 
also  being  taught  at  several  other  schools, 
such  as  Indiana  University,  Purdue  University 
at  Indianapolis,  and  the  University  of 
Minnesota,  as  well  as  the  Poynter  Institute  in 
St.  Petersburg,  Fla.,  to  name  a  few. 

Jim  Brown,  associate  dean  at  Indiana 
University’s  School  of  Journalism,  credits 
Pavlik  with  doing  “cutting-edge  work  in 
terms  of  developing  new  communication 
tools.”  Yet,  he  says,  there  are  a  number  of 
approaches  to  teaching  new  media,  and  all  of 
them  are  valid.  “Diversity  is  good,”  he  says. 

Brown,  for  example,  has  created  what  he 
calls  a  “meta  school”  where  faculty  is  drawn 
from  journalism,  art,  and  music  programs  as 
well  as  the  library,  information,  and  comput¬ 
er  sciences  to  contribute  courses  in  teaching 
new  media.  “We  think  new  media  is  so  com¬ 
plex,  it’s  impossible  for  one  person  to  grasp 
the  skills  and  understand  what  is  necessary,” 
Brown  explains.  “We  have  taken  a  more  dif¬ 
fusive  approach  to  the  complex  subject.  Why 
should  I  lecture  students  about  how  to  com¬ 
press  sound  for  streaming  media  when  some¬ 
one  from  our  music  school  is  better  equipped 
to  do  it?” 

He  goes  on  say  that  while  much  good  can 
be  done  with  a  stand-alone  new-media  pro¬ 
gram,  he  feels  it’s  better  to  explore  collabora¬ 
tive  approaches  across  school  boundaries. 
“One  of  the  factors  concerning  teaching  new 
media  is  its  complexity,  which  makes  it  a 
moving  target,”  he  says.  “What  everyone 
knows  today  will  be  obsolete  three  months 
down  the  road.” 

Pavlik,  of  course,  would  dispute  Brown’s 
thinking.  He’s  proven  that  new  media  can  be 
taught  under  one  roof.  The  proof  of  the  pud¬ 


ding  is  the  success 
record  of  his  stu¬ 
dents  (such  as 
Newsday's  Dan 
Goodrich)  who 
either  get  better  at 
what  they  do  or 
land  great  jobs 
where  they  apply  what  they’ve  learned. 

—  Bob  Weinstein 


“What  everyone  knows 
today,”  says  Jim  Brown 
“will  be  obsolete  three 
months  down  the  road.” 


Pavlik’s  students  provided  APBnews.com 
with  images  of  Amadou  Diallo  slaying  site. 
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Clever  hackers  broke  into  the 
AirTran  site  (below)  to  provide  their 
own  appraisal  Oeft)  of  the  unfriendly 
skies  following  an  accident. 


SO  WE  KILLED  A  FEW  PEOPLE,  BIG  DEAL 
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ant  to  help  you  identify  new  security  options 


Ask  most  newspaper  publishers 
to  picture  a  hacker,  and  they 
will  probably  describe  some 
pimply-faced,  adolescent 
shut-in,  pounding  away  at  a 
keyboard,  glasses  sliding  down  his  nose, 
hacking  into  eBay  to  snatch  an  autographed 
script  for  one  of  the  “Star  Wars”  episodes.  A 
nuisance,  a  fly  in  the  ointment,  a  tiny  wrench 
in  the  machine  of  e-business. 

But  as  is  often  the  case  in  the  untamed 
microcosm  of  the  Internet,  the  perception 
rarely  matches  the  reality,  and  newspapers 
have  more  to  fear  from  hackers  than  they 
realize. 

In  early  February,  newspaper  executives 
dozing  on  the  issue  of  Internet  security  were 
roughly  awakened  by  the  sound  of  traffic 
screeching  to  a  halt  on  five  of  the  biggest 
sites  on  the  Web;  Yahoo!,  E*Trade,  eBay, 
CNN.com,  and  Amazon.com.  The  denial- 


of-service  (DoS)  attacks  apparently  also 
stumped  servers  at  LATimes.com. 

Following  the  short-lived  Web  coup,  both 
President  Clinton  and  Attorney  General  Janet 
Reno  talked  about  putting  the  clamps  on  the 
rogue  Netizens  responsible,  and  newspaper 
Web  sites  began  to  lock  down  their  sites  to 
prevent  future  sabotage. 

At  The  Seattle  Times'  Web  site,  its  securi¬ 
ty  council  had  just  finished  its  audit  when 
news  of  the  DoS  attacks  hit.  Seattletimes 
.com  had  hired  Area  Systems,  a  company 
owned  by  Santa  Clara,  Calif.-based  Exodus 
Communications,  to  analyze  its  systems, 
despite  never  having  had  a  serious  breach  of 
its  security. 


“Something  that  I’ve  heard  said  here,  and 
I  think  is  really  applicable,  is  that  we’re  both 
lucky  and  unlucky  that  we’ve  never  actually 
been  hacked,”  says  John  Soltys,  senior 
Internet  engineer  at  seattletimes.com.  “We’re 
lucky  because  obviously  we  don’t  want  to  get 
hacked,  but  unlucky  because  security  was 
never  something  we  thought  about  in  a  pro¬ 
active  way.” 


Coming  in  the  hack  door 

Someone  (most  likely  a  hacker)  once  said, 
“The  Internet  is  like  a  vault  with  a  screen 
door  on  the  back.  I  don’t  need  jackhammers 
and  an  atom  bomb  to  get  in  when  1  can  walk 
through  the  door.” 

Jason  Bent  —  aka  “SiliconToad,”  senior 
security  analyst  for  Prohacktive, 

■  a  new  Internet  security  company 
—  agrees. 

“I  think  [DoS  attacks]  go  on  all 
the  time,  all  over  the  place,”  he  says. 
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The  United  Loan  Gunmen  raid¬ 
ed  ABC  (left)  and  AP  (right). 
Hacking  for  Girliez  (above) 
invaded  The  New  York  Times’ 
site  with  Mitnick  protest. 
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Hackers.com  (far  left)  is  a  favorite 
community  site.  Prohactive  (left) 
offers  security  tips.  The  Webzine 
“2600”  attracts  hack-aficionados. 
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“But  kids  and  others  are  getting  more 
creative.” 

The  recent  DoS  attacks  have  been  a  source 
of  debate  not  only  within  mainstream  com¬ 
puter  circles  but  also  within  the  hacker  com¬ 
munity.  Many  old-school  hackers  and  “hack- 
tavists”  (more  on  them  later)  see  DoS  attacks 
as  the  work  of  “script  kiddies,”  newbies  on 
the  hacking  scene  who  simply  download  and 
run  pre-existing  software.  These  programs 
overload  the  host’s  server  with  packets  of 
information  requests,  causing  it  to  crash  and 
preventing  users  from  logging  onto  the  DoS- 
targeted  site  or  sites. 

“Our  amazement  came  from  the  complexity 
of  the  [February]  attack,  the  way  they  teamed 
up  with  so  many  machines,”  says  Tyler  Bye  — 
aka  “HyperViper,”  founder  of  Prohacktive. 
“We  had  heard  numbers  anywhere  between  1 0 
and  16,()(X)  machines  were  used  to  attack 
Yahoo!  And,  luckily,  most  of  the  ‘script  kid¬ 
dies’  and  the  teen-agers  out  there  would  not  be 
able  to  pull  that  off.  or  it  would  have  been 
much  worse,  and  you  would  have  seen  many 
more  multiple  attacks.”  (Both  Bent  and  Bye 
are  former  Webmasters  for  Hackers.com,  a 
popular  hacking-community  hangout.) 

But  the  DoS  attacks  are  just  the  tip  of  the 
subsurface  iceberg  ready  to  take  down  all 
those  sites  that  feel  like  they’re  “king  of  the 
world”  right  now  —  and  online  newspapers 
may  be  headed  for  a  collision.  “Newspapers 
and  news  sites  in  general,  they  tend  to  be  the 
first  targets  hackers  go  after  where  they  know 
that  they’ll  get  some  high-profile  traffic  on, 
say,  a  defaced  page,”  says  Bye. 

In  April  1997,  a  hacker  severely  damaged 
the  San  Antonio  Express-News'  Internet  serv¬ 
ice  provider  (ISP)  and  Web  site,  an  incident 
the  Express-News  announced  at  the  Nexpo 
conference  two  months  later.  “We  have 
300,000  pages  on  our  Web  site,  and  as  far  as 
we  can  determine,  every  one  of  them  was 
screwed  up  so  that  we’ve  had  to  go  through 
it  level  by  level,”  Jon  Donley,  then  online 
managing  editor  for  the  Express-News  Web 


site,  told  Nexpo  conference- 
goers. 

In  September  1998,  The 
New  York  Times  on  the  Web 
was  hacked  and  replaced  with 
soft-core  pornographic  im¬ 
ages,  verbal  attacks  on  a  New 
York  Times  technology  writer,  and  calls  for 
the  release  of  Jailed  hacker  icon  Kevin 
Mitnick  by  a  group  calling  itself  H.F.G., 
Hacking  for  Girliez. 

Later,  less  notable  to  the  media  —  but  not 
to  The  Evansville  (Ind.)  Courier  &  Press  — 
was  the  February  1999  hacking  of  the  paper’s 
online  automotive  section,  which  left  the  site 
vandalized  with  disparaging  comments  about 
a  particular  car  dealership. 

Just  recently.  The  Kansas  City  (Mo.)  Star 
reported  a  hacker  had  placed  a  pornographic 
photo  on  its  home  page  (http://www.kcstar 
.com).  Technicians  were  forced  to  shut  down 
the  site  for  an  hour.  According  to  kcstar.com. 
it  was  the  first  time  the  site  had  been  hacked 
since  it  launched  in  1996. 

Plus,  a  string  of  other  news  and  information 
sites  endured  hack  attacks  last  year,  including 
those  of  The  Associated  Press,  ABC,  C-SPAN, 
the  Drudge  Report,  and  Wired. 

In  most  of  these  incidents,  however,  entire 
pages  were  altered,  so  that  no  one  could  have 
mistaken  them  for  the  originals.  An  example 
of  a  more  dangerous  possibility  occurred 
recently  on  the  home  page  of  Marquette 
University,  where  false  and  offensive  com¬ 
ments  were  attributed  to  Vice  President  A1 
Gore,  who  had  given  a  speech  at  the  universi¬ 
ty  the  day  before. 

The  attack  occurred  early  in  the  morning  of 
March  28  and  was  spotted  quickly,  say  univer¬ 
sity  representatives,  but  the  resemblance  of  the 
hacked  page  —  containing  false,  inflammatory 
rhetoric  attributed  to  the  vice  president  —  to 
the  original  could  have  caused  a  serious  pub¬ 
lic-relations  problem  for  the  university. 

And  these  are  just  the  attacks  that  were 
publicized. 
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According  to  the  Computer  Emergency 
Response  Team  (CERT),  there  were  8,268 
incidents  of  computer  security  breaches  in  the 
United  States  last  year.  And  an  annual  survey 
conducted  by  the  FBI  and  the  San  Francisco- 
based  Computer  Security  Institute  reported 
that  the  total  verifiable  losses  in  1999  due  to 
hacker  attacks  were  more  than  $265  million, 
more  than  doubling  the  average  from  the  past 
three  years,  with  90%  of  survey  respondents 
reporting  some  kind  of  security  breach,  70% 
of  a  “serious”  nature. 

In  short,  it’s  a  potential  problem  that  online 
newspaper  publishers  can’t  ignore. 

Understanding  the  hacker 

But  who  are  these  denizens  of  data,  these 
masters  of  e-mayhem?  Before  a  company’s 
system  managers  and  information  technology 
professionals  can  successfully  secure  a  net¬ 
work,  they  must  first  know  with  what  and 
whom  they’re  dealing. 

The  answer  is  not  as  simple  as  just  bored, 
smart  kids.  The  reality  is  that  the  hacking 
community,  like  any  other  interest  group,  has 
its  good  and  bad,  its  left  and  right,  its  young 
and  old.  It’s  a  diverse  e-society  in  which  the 
only  true  unifying  element  is  a  love  of  crack¬ 
ing  codes. 

Appropriate  to  the  lawless  frontier  of  the 
Web,  most  hackers  identify  the  good  and  the 
bad  as  “white-hat  hackers”  and  “black-hat 
hackers,”  respectively. 

The  “white-hat  hackers,”  typically,  are 
interested  in  improving  security  systems, 
while  maintaining  the  freedom  that  the  Web 
provides.  They  see  the  proliferation  of  hack¬ 
ing  and  the  reverse-engineering  of  software 
as  a  kind  of  computer  Darwinism  that  ulti- 
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Some  suggestions  for  improving  Web  site  security; 

•  Routinely  scan  your  networks.  Several  programs  exist  that  can  detect  the  presence  of 
denial-of-service  (DoS)  software  and  other  intrusions. 

•  Maintain  strong  firewalls.  They  are  exactly  what  they  sound  like,  walls  protecting 
against  those  communications  that  might  burn  you  Make  sure  your  network  administrator 
keeps  up  with  the  latest  patches  and  services. 

•  Install  filters  that  deny  entry  to  specific  types  of  requests  that  fit  the  pattern  of  a  DoS 
attack  or  other  assault  software. 

•  Harden  your  system.  Regularly  update  your  security  tools  and  software  protections  or 
hire  a  reliable  security  team  to  do  it  for  you. 

•  Heed  CERT  warnings  and  keep  up-to-date  on  the  latest  advances  in  assault  software. 

•  Seek  help  and  advice  from  the  hacker  community.  Many  groups  and  companies  made 

up  of  former  or  current  hackers  could  be  the  best  allies  (and  many  are  willing)  in  the  strug¬ 
gle  to  secure  one’s  network.  —  Jason  Williams 


mately  strengthens  networks  by  highlighting 
their  flaws. 

The  “black-hat  hackers”  are  more  interest¬ 
ed  in  personal  or  political  gain.  They  are  out¬ 
laws,  breaking  into  systems,  replacing  pages 
with  pornography  and  obscene,  often  incom¬ 
prehensible,  rants. 

Of  course,  the  labels  don’t  always  fit,  and 
often  white-hat  hackers  don  black  hats  for 
political  purposes  or  vice  versa.  A  number  of 
hackers  consider  themselves  “hacktavists,” 
protesters  in  an  electronic  age.  Like  the  pick¬ 
et  lines,  sit-ins,  and  marches  of  the  1960s, 
“hacktavism”  could  very  well  become  the 
counterculturalism  of  the  new  millennium. 

The  H.F.G.  attack  on  The  New  York  Times 
on  the  Web,  for  example,  included  statements 
of  support  for  jailed  hacker  Mitnick  on  the 
defaced  site  and  attacks  on  John  Markoff,  The 
New  York  Times  technology  writer  who  had  a 
hand  in  Mitnick’s  capture.  Several  other  Web 
sites,  media  and  nonmedia  alike,  also  were 
hacked  and  defaced  with  statements  of  sup¬ 
port,  alleging  a  conspiracy  against  the  infa¬ 
mous  Mitnick. 

Mitnick  was  released  this  January  after 
serving  five  years  in  the  Lompoc  Federal  Cor¬ 
rections  Institute  for  hacking  into  the  comput¬ 
er  systems  of  Motorola,  Fujitsu,  Nokia,  Sun 
Microsystems,  Novell,  and  NEC.  His  cause  is 
a  rallying  point  for  many  hackers  who  believe 
that  the  government  overstated  the  case 
against  Mitnick  to  make  an  example  of  him. 


“1  think,  depending  on  the  sophistication, 
that,  yes,  the  low  end  of  the  spectrum  is  the 
guy  just  looking  for  notoriety,”  says  Bent. 
“He  lets  his  friends  know  and  lets  Hacker- 
news.com  know,  that  he  just  hacked  a  site, 
and  they  take  a  snapshot  of  the  Web  site  — 
and  instantly  he’s  famous  as  a  hacker.” 

The  hacktavists,  however,  “target  specific 
channels,  such  as  The  New  York  Times,  to  get 
the  word  out.  They’re  almost  guaranteed  that 
a  lot  of  people  will  see  it.”  continues  Bent. 

One  such  group  is  “United  Loan  Gunmen 
(U.L.G.).”  Among  its  victims  are  ABC.com, 
the  AP,  the  Drudge  Report,  and  C-SPAN.  The 


U.L.G.’s  oft-repeated  message;  free  the 
Internet  from  the  corporate  control  that  the 
group  feels  dominates  other  media.  “Unlike 
the  world  of  TV  and  radio  ...  the  Internet  is 
there  not  only  for  you  to  use,  but  for  you  to 
control,”  read  the  hacked  page  of  ABC.com. 
The  U.L.G.  and  groups  like  it  use  news  and 
newspaper  sites  as  bulletin  boards  for  their 
anti-corporate  or  anti-government  diatribes. 

But  the  hacking  community  isn’t  limited  to 
radical  groups  with  catchy  names.  Prohack- 
tives  commonly  get  invitations  from  a  wide 
spectrum  of  interested  parties,  from  individu¬ 
als  to  corporations,  for  revenge  hacks. 

“We  get  solicitations  all  the  time  —  from 
‘My  friend  has  hacked  me,  [so]  will  you  hack 
his  computer?’  to  actual  corporations  and 
business  proposals:  ‘I’ve  been  swindled  out 
of  millions  of  dollars  internationally.  Can  you 
help  me  recover  it?  I’ll  pay  any  price  you 
want,”’  says  Bye. 

Bye  continues:  “We  don’t  provide  these 
services,  and  we  have  to  get  pretty  blunt  with 
people  right  away  and  say,  ‘You’ve  got  the 
wrong  idea  about  us.’  ...  That’s  hurting  our 
community,  that’s  enabling  government  to 
pass  more  laws  and  more  legislation  to  shut 
down  what  we  feel  is  a  communication 
between  a  community.  Those  attacks  are 
detrimental  to  our  theories.” 

To  believe  the  hacking  community  is  a 
small  group  of  lonely,  dispossessed  people  is 
to  fall  victim  to  a  dangerous  stereotype  that 
may  leave  one’s  system  vulnerable  to  the  kind 
of  organized,  intelligent  attacks  that  many 
hacker  groups  are  capable  of  launching. 

“You  have  people  doing  industrial  espi¬ 
onage  and  spying  on  technologies  and  snoop- 
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One  of  the  best-known  security  sites  (left)  is  LOpht  Heavy  Industries.  Packet 
Storm  provides  security  tools.  AntiOnline  (right)  focuses  on  profiling  hackers. 
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ing  traffic.  The  sophistication  [of  hacking] 
just  continues,”  says  Bent. 

Security  vs.  marshal  law 

There’s  no  doubt  that  many  businesses  and 
government  agencies  are  taking  the  hacking 
community  seriously.  Following  the  DoS 
attacks,  President  Clinton  held  a  summit  with 
technology  leaders  to  address  the  state  of 
Internet  security.  The  month  before,  Clinton 
asked  Congress  for  $2  billion  to  fight  com¬ 
puter  sabotage. 

Also  attending  the  summit  was  Attorney 
General  Reno,  who  called  cybercrime  “one  of 
the  most  critical  areas  we  face,”  and  vowed  to 
find  those  responsible  for  the  DoS  attacks. 
But  after  having  difficulty  in  tracking  down 
the  “cybercriminals,”  Reno  questioned  the 
need  for  anonymity  on  the  Web. 

The  end  of  anonymity  on  the  Internet  could 
be  right  around  the  comer  —  or  across  the 
Atlantic.  The  French  government  recently 
announced  that  it  would  require  users  to  iden¬ 
tify  themselves  to  their  ISPs  before  being 
allowed  to  post  anything  on  the  Web. 

Meanwhile,  the  Securities  and  Exchange 
Commission  (SEC)  in  this  country  is  creating 
a  system  to  monitor  Internet  activity  —  the 
exact  thing,  some  would  argue,  that  landed 
online  advertising  company  Doubleclick  in 
court  when  privacy  advocates  cited  invasion 
of  privacy.  In  fact,  some  critics  of  the  SEC’s 
policy  have  suggested  the  use  of  “cookies”  to 
monitor  Web  users. 

Along  with  copyright  issues,  security  is 
one  of  the  biggest  issues  facing  the  online 
newspaper  industry,  says  Stuart  Biegel,  who 
heads  the  UCLA  Online  Institute  for 
Cyberspace  Law  and  Policy.  The  1998  Digital 
Millennium  Copyright  Act  established  new 
penalties  for  anybody  who  gets  around  exist¬ 
ing  protection,  says  Biegel.  The  Computer 
Fraud  and  Abuse  Act  can  also  be  used  to  pros¬ 
ecute  DoS  or  hacking  attacks. 

“There  are  laws  protecting  against  that 
type  of  activity  [hacking],”  says  Biegel,  but 


much  of  it  is  untested  and  inadequate.  Biegel 
is  currently  writing  a  book  for  M.l.T.  Press  on 
cyberlaw  issues. 

Not  to  mention  that  some  of  the  pending 
laws  would  restrict  the  testing  of  current 
security  technologies,  says  Prohacktive’s 
Bye.  “[This  is]  legislation  to  prevent  and 
make  it  basically  a  felony  to  test  the  security 
of  any  application  or  hardware  so  we  can  let 
the  vendors  know  [whether  or  not  there’s  a 
security  risk],”  says  Bye,  who  then  offers  this 
example:  “Obviously,  I  don’t  think  it’s  the 
best  thing  to  hack  Buy.com,  get  all  the 
credit-card  numbers,  and  put  them  all  over 
the  Internet  —  but  if  somebody  knows  [how] 
and  can  notify  that  vendor  that,  ’Hey,  you 
have  a  loophole  here,’  why  wouldn’t  they  im¬ 
plement  that?”. 

Bye  suggests  hackers  and  network  admin¬ 
istrators  work  together,  “The  ethics  of  actual¬ 
ly  disseminating  [hacked]  information  still 
need  to  be  adjusted,  but  we’re  trying  to  build 


up  a  network  and  a  community  of 
both  hackers  and  network  managers  so  we 
can  facilitate  better  and  somewhat  control 
how  that  information,  once  it  is  discovered, 
is  actually  reported  to  the  community  to 
avoid  misuse.” 

Seattletimes.com’s  Soltys  doesn’t  lend 
much  credence  to  hacker  claims  that  hacking 
is  for  the  greater  good. 

“Some  hackers  get  to  turn  it  into  a  career 
because  they  get  hired  by  a  security  agency, 
but  I  don’t  really  buy  that  they  are  trying  to  do 
it  for  the  public  good,”  says  Soltys.  “There  are 
probably  some  out  there  that  do  care,  but  1 
think  if  that  it  were  their  true  interest  that  they 
would  do  it  through  more  legitimate  means.” 

Either  way,  says  Soltys,  it’s  important  that 
newspaper  Web  sites  keep  a  constant  watch 
on  their  systems  to  prevent  break-ins.  “Is 
everyone  using  [current  security  technology]? 
Not  yet,  unfortunately,”  says  Bye,  “and  a  lot 
of  people  are  paying  the  price.”  ■ 
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Newspaper  sites  must  adjust 
to  life  without  ‘editions’ 

by  Steve  Outing 
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n  online  news  site  is  more 
akin  to  a  wire  service  than 
a  printed  publication, 
>  because  it  can  (and  should) 
publish  news  on  a  round-the-clock 
basis.  While  the  notion  of  “editions” 
still  prevails  at  many  news  sites  — 
news  is  published  at  specific  times  of 
the  day  —  the  trend  is  more  toward  a 

_  constant  publishing 

cycle,  where  news  is 
published  whenever 
it  breaks. 

Newspaper  Web 
sites  are  in  a  period 
of  transition,  as  more 
and  more  of  them 
move  into  publishing 
news  throughout  the 
day  instead  of  post¬ 
ing  stories  at  speci¬ 
fied  times. 
While  the  idea 
of  publishing 
Web  “editions” 
is  a  comfort¬ 
able  one  for 
a  newspaper 
company,  edi¬ 
tions  are  really 
counter  to  the 
nature  of  the 
Internet  pub¬ 
lishing  medium.  Ideally,  a  news  Web 
site  will  publish  news  without  a 
set  schedule. 

Newspaper  Web  staff  members 
must  learn  to  deal  with  a  constant 
publishing  cycle,  then.  Like  it  or 
not,  on  the  Internet,  it’s  how  it’s 
going  to  be.  So  get  used  to  the  idea, 
and  learn  what  it  takes.  Now  I’ll  go 
over  some  issues  to  consider  in 
moving  to  a  throughout-the-day  pub¬ 
lishing  cycle. 


Web  ‘editions’ 

In  these  still-early  days  of  constant 
Web  publishing,  many  newspaper 
Web  sites  are  holding  on  to  the  old 
way  of  doing  things.  Even  washing- 
tonpost.com,  a  well-funded  newspa¬ 
per  Web  operation  if  ever  there  were 
one,  produces  an  afternoon  Web  edi¬ 
tion  called  PM  Extra.  Major  breaking 
news  will  go  on  the  site  whenever  it 
happens,  but  at  1  p.m.  each  day,  the 
site  posts  a  collection  of  breaking 
news  from  staff  and  wire  reports. 

On  the  other  hand,  chicago- 
tribune.com  dispenses  with  the  idea 
of  editions  and  publishes  local 
breaking  news  whenever  it  happens, 
with  its  DayWatch  Web  feature. 
This  site  has  a  sizable  dedicated  staff 
of  online  reporters  and  rewrite  edi¬ 
tors,  who  between  the  hours  of  7 
a.m.  and  7  p.m.  post  stories  to  the 
Web  as  soon  as  they’re  ready. 
(During  off  hours,  there’s  always  an 
online  editor  watching  the  news, 
ready  to  call  in  reporters  when  some¬ 
thing  big  breaks.) 

If  there’s  a  trend,  the  Chicago 
Tribune  site  is  representative  of  it. 
On  the  Web,  your  deadline  is  now. 
And  this  should  be  the  case  not  just 
for  large  news  sites  but  for  small 
ones  as  well. 

Small  sites  can  do  it,  too 

Does  a  constant  news  publishing 
schedule  seem  daunting,  especially  if 
you  have  a  small  news  site?  It  need¬ 
n’t  be.  What  it  does  require  at  the 
least  is  a  staff  rewrite  editor  who  is 
dedicated  to  getting  news  online 
quickly.  While  chicagotribune.com 
does  have  dedicated  online  writers/ 
reporters  —  a  luxury  not  shared  by 
all  newspaper  Web  sites  —  much  of 


the  online  news  content  comes  from 
cooperation  between  the  Web  and 
print  staffs,  according  to  Tom  Cekay, 
interactive  news  editor.  Print  re¬ 
porters  are  trained  to  call  in  breaking 
news  to  a  Web  rewrite  editor,  who 
gets  the  story  online  quickly  — 
while  the  print  reporter  continues 
on  with  writing  for  the  next  day’s 
newspaper. 

This  is  a  strategy  that  even  small 
newspaper  Web  sites  can  employ, 
as  long  as  they  can  afford  to  dedicate 
at  least  a  rewrite  editor  to  the  task 
of  in.stant  posting  of  news,  and 
can  establish  solid  cooperation  be¬ 
tween  the  print  newsroom  and  the 
Web  staff. 

Don’t  blow  it  by  going  too  fast 

The  biggest  issue  with  instant  Web 
news  publishing  is,  of  course,  accu¬ 
racy  to  go  along  with  the  speed.  The 
worst  thing  that  a  newspaper  site  can 
do  is  post  news  so  quickly  that  mis¬ 
takes  creep  in.  As  Ruth  Gersh,  edito¬ 
rial  director  of  AP  Digital,  points  out, 
publishing  an  error  on  the  Internet  is 
a  really,  really  bad  thing,  because 
mistakes  spread  quickly  to  other  Web 
sites  that  pick  up  on  what  you’ve 
published  and  re-report  it. 

In  the  case  of  The  Associated 
Press,  a  story  that’s  online  for  only 
10  minutes  with  an  error  can  spread 
to  several  other  sites  in  that  short 
time  —  then  yet  more  Web  sites  pick 
up  the  error  from  those  sites,  and  so 
on  and  so  on.  Correcting  the  original 
story  in  10  minutes  often  does  little 
to  alleviate  the  damage  as  errors 
spread  like  viruses. 

Ergo,  news  that  gets  published  on 
the  Web  must  be  as  well-edited  and 
thoroughly  checked  as  anything  that 
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goes  in  a  printed 
newspaper.  Cekay 
says  that  even  if  it’s  a 
four-paragraph  story, 
“those  four  para¬ 
graphs  better  be  as 
well-written  as  any¬ 
thing  that’s  in  the 
newspaper.’’  He  tells 
his  staff  online  edi¬ 
tors  that  their  responsibility  is  to  not 
do  anything  that  would  compromise 
the  integrity  of  the  Chicago  Tribune 
brand  name.  Everything  gets  read 
twice,  which  may  mean  that  local 
radio  stations  report  a  news  event 
first,  but  that’s  OK.  Accuracy  is 
paramount. 

CNET,  a  technology  news  site  that 
publishes  instant 
news,  also  puts 
accuracy  first,  ac¬ 
cording  to  Jeff 
Pelline,  the  execu¬ 
tive  news  editor, 
who  was  a  newspa¬ 
per  journalist  before 
joining  CNET. 
Everything,  even  a 
breaking-news  item 
that  needs  to  be 
posted  quickly,  goes 
through  a  two-step 
editing  process.  A 
content  editor  en¬ 
sures  that  a  story  is  well-balanced 
and  well-organized,  then  a  copy  edi¬ 
tor  goes  over  the  piece.  That’s  the 
equivalent  of  a  typical  newspaper 
editing  structure,  where  a  city  editor 
or  assignment  editor  makes  the  first 
editing  pass  before  moving  it  to  a 
copy  desk. 

“Nobody  —  including  the  most 
senior  editors  —  writes,  edits,  and 
posts  a  story  on  his  or  her  own,”  says 
Pelline.  “We  recognize  the  impor¬ 
tance  of  ‘another  set  of  eyes.’” 

As  news  sites  with  fewer  resources 
than  CNET,  the  AP,  or  chicago- 
tribune.com  begin  publishing  more 
“instant  news,”  the  temptation  will  be 
to  publish  quickly  and  cut  comers  on 
editing  in  the  race  to  be  first.  But  don’t 
do  it.  Your  credibility  is  at  risk.  Says 
Pelline,  “It’s  important  to  remember 
that  news  outlets  like  ours  are  pat¬ 


terned  after  mainstream  newspapers 
and  magazines,  when  it  comes  to  set¬ 
ting  policies  for  news  gathering,  edit¬ 
ing,  ethics,  and  corrections.”  Speed  to 
the  press  is  important  in  this  digital 
publishing  environment,  but  accuracy 
still  comes  first. 

Building  reader  habits 

Many  readers  still  perceive  news¬ 
paper  Web  sites  as  extensions  of  the 
printed  edition  —  so  they  may  not 
think  of  a  paper’s  site  as  a  source  of 
breaking  news  in  the  same  way  as 
radio  or  TV  news.  But  that’s  begin¬ 
ning  to  change. 

At  AP  Digital,  the  staff  can  watch 
monitors  of  traffic  to  AP  content 
coming  through  news  sites  that  sub¬ 
scribe  to  AP’s  The  Wire  service. 
When  a  bulletin  goes  out  on  CNN 
about  a  major  headline  story,  within 
one  minute,  traffic  to  AP  content 
“booms,”  says  Gersh.  A  major  seg¬ 
ment  of  the  Internet-using  audience 
has  learned  that  for  breaking  news, 
Web  sites  are  the  places  to  go.  Cekay 
says  he  has  evidence  that  many  office 
workers  keep  chicagotribune.com’s 
DayWatch  page  in  a  window  on  their 
screens  all  day,  refreshing  the  page 
frequently  to  see  the  latest  local 
headlines. 

Most  news  sites  that  publish 
breaking  news  instantly  simply  rely 
on  users  to  come  visit  them.  Some 
Web  news  editors  have  toyed  with 
the  idea  of  e-mail  alerts  for  breaking 
news  —  encouraging  recipients  to 
visit  the  Web  site  for  full  coverage  — 
but  that  strategy  has  its  limitations.  A 
large  e-mail  list  might  take  over  an 
hour  to  reach  all  recipients,  and  by 
then  the  original  news  item  could 
already  be  out  of  date. 

Cekay  says  an  idea  he’s  consider¬ 
ing  is  developing  a  morning  “alert” 
e-mail  that  will  tell  subscribers  what 
stories  will  be  reported  during  the 
day  on  his  Web  site  —  say,  a  press 
conference  by  the  mayor,  a  Cubs 
game,  an  expected  court  verdict,  etc. 
This  approach  serves  the  purpose  of 
reminding  people  regularly  that  the 
Web  site  is  their  best  source  of  break¬ 
ing  news,  without  stumbling  over  e- 
mail  timeliness  issues. 


A  new  style  required 

An  important  consideration  when 
transitioning  to  instant  news  publish¬ 
ing  is  writing  style.  Gersh  says  that 
even  AP  reporters  who  now  write  for 
online  sites  have  had  to  make  an 
adjustment. 

Pre-Internet,  they  wrote  with  the 
idea  in  mind  that  their  words  would 
end  up  in  a  print  product  —  the 
“definitive  word”  about  a  particular 
story.  Now,  what  ends  up  on  online 
news  sites  may  have  a  lifespan  of 
only  an  hour  or  less. 

Part  of  the  challenge  in  writing  for 
the  instant  Web  is  in  balancing 
between  highlighting  the  latest 
important  bit  of  information  (“Police 
find  gun  used  in  high  school  mas¬ 
sacre”)  and  summing  up  the  entire 
story  (“Dozen  killed  by  gunfire  in 
high  school  gymnasium”).  When  a 
news  site  is  reporting  lots  of  new 
developments  in  a  breaking  story 
throughout  the  day,  the  emphasis 
may  be  more  on  the  latest  develop¬ 
ment  rather  than  writing  to  summa¬ 
rize  the  entire  event. 

One  technique  that  works  in  the 
instant-news  environment  is  to  have 
a  summary  story  that  explains  what’s 
happening  to  those  Web  users  who 
are  reading  about  the  event  for  the 
first  time.  But  also  include  a  box  with 
“The  Latest”  developments  summa¬ 
rized,  to  give  repeat  visitors  who  are 
looking  for  new  news  quick  access  to 
the  latest  discoveries. 

Another  good  approach  is  to 
include  notices  of  upcoming  devel¬ 
opments,  such  as,  “Sheriff’s  press 
conference  at  3  p.m.  Check  here  for 
the  live  Webcast.” 

It’s  a  new  world 

Breaking  Web  news  is  certainly  a 
new  type  of  journalism.  It’s  some¬ 
what  like  radio  and  TV  news,  yet  it’s 
still  the  written  word,  and  thus  is  per¬ 
ceived  by  the  audience  as  different. 
The  ephemeral  nature  of  the  online 
medium  requires  a  different  style  of 
writing  than  do  print  newspapers. 

How  exactly  breaking  Web  news 
should  be  written  and  presented  is  still 
evolving.  Early  practitioners  are  writ¬ 
ing  the  rules  as  they  go.  ■ 


www.editorandpublisher.com 


APRIL  17,  2000  E«P  imBHACmC  123 


Un-goofy-ing 
those  urban  legends 

by  Charles  Bowen 


uick!  Which  of  the  follow¬ 
ing  late-night  calls  to  the 
city  desk  have  one  iota  of 
truth  in  them? 

•  Flesh-eating  bacteria  is  carried  on 
imported  bananas  from  Costa  Rica!  It 
could  kill  up  to  15, (XX)  Americans! 

•  Kentucky  Fried  Chicken  changed 
its  name  to  KFC  because  the  govern¬ 
ment  ruled  genetically  altered  poultry 
could  no  longer  be  called  “chicken”! 


www.snopes.com 


•  Congress  is  about  to  impose  a  5- 
cent  surcharge  on  each  e-mail  mes¬ 
sage  you  send! 

•  By  forwarding  a  specific  e-mail 
message  to  10  of  your  online  friends, 
you  can  get  four  cases  of  Coca-Cola 
for  free,  free,  free! 

•  Associates  of  Madalyn  Murray 
O’ Hair  are  trying  to  get  religious 
broadcasting  banned  from  American 
airwaves! 

Wait!  None  of  them  is  true! 

They’re  all  hoaxes! 

Stop  the  madness! 

In  the  inflammatory/exclamatory 
world  of  cyberspace  —  always  a  fertile 
ground  for  rumors,  gossip,  and  bald- 
faced  lies  —  at  least  one  Web  site 
offers  its  services  as  a  tmth  squad. 

The  Urban  Legends  Reference 
Pages,  provided  by  California’s  San 
Fernando  Valley  Folklore  Society, 


takes  on  misinformation,  old  wives’ 
tales,  strange  news  stories,  and 
celebrity  gossip.  For  the  working 
press,  it  can  be  a  valuable  ally  in  the 
constant  struggle  to  get  at  the  truth. 
Not  only  does  it  offer  you  a  quotable 
authority  for  any  story  you  might 
want  to  do  to  debunk  a  rumor  making 
the  rounds  locally,  but  it  also  might  be 
a  good  subject  for  your  own  Internet 
column. 

To  use  the  resource,  visit  the  site  at 
http://www.snopes.com,  where  the 
introductory  page  displays  clickable 
icons  linking  to  all  its  categories. 

There  are  some  fun  surfing  possi¬ 
bilities  here,  since  the  categories 
range  from  “Critter  Country”  (round¬ 
ing  up  all  the  usual  suspects,  such 
as  alligators  in  the  sewer  and  snakes 
in  the  pockets  of  winter  coats)  to 
“Radio  and  Television”  (so,  was  rock¬ 
er  Frank  Zappa  really  the  son  of  the 
actor  who  played  Mister  Greenjeans 
on  Captain  Kangeroo?),  with  others 
covering  Coca-Cola,  college,  movies, 
music,  love,  sex,  weddings,  Walt 
Disney,  and  more. 

Click  an  icon,  and  the  site  then  dis¬ 
plays  the  color-coding  system  used 
with  all  its  headlines.  A  green  bullet 
means  the  rumor  has  been  verified,  a 
red  bullet  means  the  rumor  has  been 
determined  to  be  false,  a  yellow  bullet 
means  the  jury’s  still  out  on  this  one, 
and  a  white  bullet  means  the  site 
operators  have  decided  the  rumor 
can’t  be  proved  one  way  or  the  other. 

Subsequent  text  will  explains  how 
the  Webmasters  reached  their  conclu¬ 
sions.  Most  reports  are  divided  into 
several  distinct  sections,  usually 
spelling  out  the  basic  legend  and  its 
origin,  if  known,  along  with  examples 
of  variations  on  the  story  and  sources 
for  the  findings  of  its  truth  or  lack  of  it. 

While  browsing  is  fun  (well,  more 
than  fun,  it  can  be  addictive  —  as  evi¬ 


denced  by  the  fact  it  has  taken  twice 
as  long  as  usual  to  write  this  week’s 
column,  because  of  all  the  additional, 
uh,  research  required),  if  you’re  in 
hurry  and  looking  for  a  specific 
rumor/legend,  you  might  prefer  the 
search  option. 

Click  the  “Search”  icon  at  the  bot¬ 
tom  of  any  page  on  the  site  or  select 
“Search  Database”  from  the  options 
listed  at  the  left  of  the  screen,  and  in 
the  resulting  data-entry  field,  enter  a 
keyword  to  find  all  mentions  in  the 
database.  It’s  not  a  terribly  sophisti¬ 
cated  search  engine  —  it  can’t  find 
multiword  phrases,  for  instance  — 
but  can  be  used  with  wild  cards  and 
simple  AND  or  OR  connectors. 

Other  considerations  in  using  the 
Urban  Legends  Reference  Pages  for 
your  writing  and  editing: 

1  Almost  all  of  the  material  on  the 
site,  unless  otherwise  marked, 
was  researched  and  written  by  the 
husband-and-wife  team  of  Barbara 
and  David  Mikkelson,  who  do  the 
site  as  a  hobby. 

2  Need  to  quickly  check  the  latest 
legends,  rumors  and  possible 
hoaxes?  Two  links  among  the  options 
on  the  left-hand  panel  of  the  site’s 
screens  could  help.  “Currently  Cir¬ 
culating”  leads  to  the  latest  response 
to  reports  heard  by  the  Web  site  oper¬ 
ators,  with  special  attention  to 
“Netlore,”  including  Internet  rumors. 
Also  click  the  “Updates”  link  to  get 
on  the  e-mail  list  for  the  site’s  month¬ 
ly  newsletter. 

3  If  you  want  to  engage  in  a  public 
dialog  with  other  regular  visitors 
to  the  site,  click  the  “Message  Board” 
link,  which  often  can  be  the  site’s  first 
reports  of  wild  rumors  and  stories  that 
your  readers  could  be  calling  you 
about.  You  did  hear  about  the  guy  who 
got  drunk  in  a  bar  and  wound  up  hav¬ 
ing  his  kidney  stolen,  didn  ’t  you?  ■ 
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Dirks,  Van  Essen  '&  Murray 


by  Jamie  Santo  newspeople@editorandpubiisher.com 


California 

Nancy  Tew  to  editorial 
administration  manager  H  ^ 
and  comics  editor  at  the  B| 

Los  Angeles  Times  from 
comics  editor. 

Tew 

Ernest  Pricco  Jr.  to  Los  Angeles  Times 

director  of  national  accounts  at  San  Jose- 
based  Knight  Ridder  from  manager  and 
director  of  national  advertising  for  the  San 
Francisco  Newspaper  Agency,  the  joint  oper¬ 
ating  arm  of  the  San  Francisco  Chronicle  and 
San  Francisco  Examiner. 


Mississippi 

Donald  V.  Adderton  to 

editor  of  the  Delta  Demo¬ 
crat  Times  in  Greenville 
from  Saturday  editor  and 
columnist  at  The  Sun 
Herald  in  Biloxi.  ^  Michael  Neft  to  director  of  the  Mega- 

Deita  Sports  online  service  at  The  Associated 

N©braska  Democrat  Times  Press  from  content  manager.  Neft  succeeds 

Michael  Holmes  to  chief  of  bureau  in  Darrell  Christian,  who  was  named  AP  busi- 
Omaha  for  The  Associated  Press  from  corre-  ness  editor, 
spondent  in  charge  of  the  AP’s  Statehouse 
bureau  in  Austin,  Texas.  Holmes  succeeds  Or©gon 

Paul  Simon,  who  resigned.  Cindy  Yingst  to  managing  editor  of  The 

Daily  Astorian  from  deputy  metro  editor  of 
N©W  J©rs©y  The  Sun  in  San  Bernardino,  Calif.  Yingst  suc- 

Charles  W.  Nutt  Jr.  to  president  and  pub-  ceeds  Laura  Sellers-Earl,  who  left  the  paper 
Usher  of  The  Courier-News  in  Bridgewater  in  November, 
from  editor  and  publisher  of  The  Daily 
Journal  in  Vineland.  Nutt  succeeds  Henry  M.  I©xas 

Freeman  (see  “New  York”).  John  Kerr  to  executive  editor  of  the 

Odessa  American  from  managing  editor  of 
Gene  Colter  to  deputy  managing  editor  for  the  daily.  Kerr  succeeds  editor  Gary  New- 
North  American  equities  at  Dow  Jones  som.  now  assistant  state  editor  at  the  San 
Newswires  in  Harborside  from  assistant  man-  Antonio  Express-News.  Publisher  Bill  Salter 
aging  editor  for  money  coverage.  will  add  the  title  of  editor. 


N©w  York 

Henry  M.  Freeman  to  vice  president  for 
special  projects  at  The  Journal  News  in 
White  Plains  from  president  and  publisher  of 
The  Courier-News  in  Bridgewater,  N.J. 


Martha  Mendoza  to  San  Jose-based 
national  investigative  reporter  for  The 
Associated  Press  from  AP  San  Jose  corre¬ 
spondent.  Mendoza  succeeds  John  Hendren. 


Kristin  Dakis  to  San  Fransisco  advertising 
manager  for  Parade  from  San  Francisco  sales 
manager  for  USA  Weekend. 


Luis  Serpa  to  circula-  !  $  | 

tion  director  for  El  Nuevo  \  f  B  I 

Herald  in  Miami  from  I  4|||gL  i 
Miami-Dade  County  mar- 
keting  manager  for  The  \ 

Miami  Herald.  _ 

Serpa 

B  Nuevo  Herald 

Illinois 

Lindsey  Tanner  to  Chicago-based  medical 
writer  for  The  Associated  Press  from  reporter 
and  editor  at  the  AP  bureau  in  Chicago. 


SaUiutfn  oltmeB 


The  r)iphnf  Spanuh  Fort 


Bulletin 


'The  Independent 


The#Islander 


Fairhope  Courier 


Baldwin  voters  s 


K©ntucky 

LaMar  Bryan  to  managing  editor  of  The 
Messenger,  a  daily  in  Madisonville,  from 
editor  of  The  Cadiz  Record,  a  weekly. 


Foley  Onlooker 


Gulf  Coast  Newspapers,  Inc. 

has  agreed  to  sell 

The  Foley  (AL)  Onlooker,  The  Gulf  Shores  (AL)  Islander, 
Fairhope  (AL)  Courier,  The  Dalphne-Spanlsh  Fort  (AL) 
Bulletin,  The  Robertsdale  (AL)  Independent, 

The  Baldwin  (AL)  Times,  The  Elberta  •  Lillian  (AL)  Ledger 

(20,800  combined  weekly  circulation) 
to 

Crescent  Publishing  Company,  LLC 

a  newly  formed  corporation  headed  by  Bern  Mebane. 

We  are  proud  to  have  represented 
Gulf  Coast  Newspapers,  Inc.,  in  this  transaction. 


Main© 

Curt  Peterson  to  vice  president  for  circu¬ 
lation  at  the  Portland  Press  Herald  and 
Maine  Sunday  Telegram  from  circulation 
director  at  the  Duluth  (Minn.)  News-Tribune. 


Michigan 

Richard  L.  Bell  to  circula- 
tion  director  at  the  Lansing 
State  Journal  from  circula- 
tion  director  at  the  Argus 
Leader  in  Sioux  Falls,  S.D. 

Bell  succeeds  Richard  J.  g^n 
Ferris,  who  retired  in  March  Lansing 
after  43  years  with  the  paper.  Journal 
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Kay  Dalton  Henneberger,  82,  former 
reporter  and  editor  at  the  Providence  (R.I) 
Journal  for  more  than  20  years,  died  April  4. 
Henneberger,  whose  journalism  career 
spanned  nearly  50  years,  worked  for  The  Wall 
Street  Journal  and  several  New  York-based 
magazines  owned  by  Chilton  Publications  and 
Fairchild  Publications,  among  others.  At  the 
Providence  Journal,  Henneberger  worked  as  a 
news  reporter,  business  and  features  writer, 
and  copy  editor. 

Robert  Hoyt.  76,  who  covered  politics  for 
the  Akron  (Ohio)  Beacon  Journal  and  later 
worked  for  former  U.S.  Sen.  John  Glenn  of 
Ohio,  died  April  6  of  cancer.  Hoyt  worked  at  a 
number  of  papers  throughout  his  career,  includ¬ 
ing  the  Springfield  (Ohio)  Sun  (now  the  News- 
Sun)  and  the  Detroit  Free  Press.  For  much  of 
the  1950s  and  ’60s,  he  was  Washington  corre¬ 
spondent  for  the  Beacon  Journal  and  other 
Knight  Newspapers,  the  predecessor  of  Knight 
Ridder.  He  was  the  city  of  Akron’s  service 
director  from  1961  to  1964,  and  later  helped 
manage  Glenn’s  Senate  campaign. 

Kenneth  Charles  Jones.  86,  longtime  Las 
Vegas  Sun  photographer,  died  March  30. 
Jones’  first  job  was  for  the  Courier-Tribune 
and  Evening  Record  (now  the  Record-Courier) 
in  Kent-Ravenna,  Ohio.  Jones  covered  both 
Las  Vegas’  permanent  residents  and  its  many 
famous  visitors,  including  first  lady  Eleanor 
Roosevelt,  President  John  F.  Kennedy,  and 
Elvis  Presley.  Twenty  years  ago,  Jones  shot 
aerial  photographs  of  the  tragic  MGM  Grand 
hotel  fire  that  killed  87  and  injured  hundreds. 

Margo  Kaufman.  46.  writer,  humorist,  and 
radio  commentator,  died  March  31  of  breast 
cancer.  Kaufman  wrote  humor  pieces  for  the 
Los  Angeles  Times,  The  New  York  Times,  and 
Cosmopolitan  magazine,  and  appeared  fre¬ 
quently  on  National  Public  Radio.  She  also 
wrote  several  humor  books:  “  1-800- Am-1- 
Nuts?”;  “This  Damn  House:  My  Subcontract 
with  America”;  and  “Clara,  the  Early  Years: 
The  Story  of  the  Pug  Who  Ruled  My  Life.” 
Kaufman  was  diagnosed  with  breast  cancer  in 
1989  and  learned  in  1992  that  it  had  spread. 
She  continued  writing  and  her  speaking 
engagements  while  undergoing  radiation,  sur¬ 
gery,  and  chemotherapy.  “You  just  can’t  get 
through  life  without  a  sense  of  humor  these 
days,”  she  told  an  audience  in  1993.  “The  most 


J.  David  Watson 

The  columnist  known  to  Winston-Salem 
(N.C)  Journal  readers  as  “Sam,  the  Straight- 
Answer  Man.”  who  for  the  past  15  years 
answered  questions 
on  subjects  from  the 
technical  to  the 
twisted,  died  March 
29  of  a  heart  attack. 

He  was  5 1 . 

The  position  of 
“Answer  Man”  ex¬ 
isted  at  the  Journal 
prior  to  his  arrival, 
but  it  was  Watson’s 
combination  of  compassion  and  dogged 
determination  to  discover  the  truth  that  made 
“Sam”  the  man  readers  sought  out  when  they 
needed  the  inexplicable  explicated. 

J.  David  Watson,  a  native  of  Kannapolis, 
N.C.,  joined  the  now-defunct  Twin  City 
Sentinel  in  Winston-Salem  in  1974,  and  was 
assistant  city  editor  when,  in  1985,  the  paper 
folded  and  he  moved  to  the  crosstown 
Journal.  Watson,  who  had  driven  a  cab  and 

awful  things  can  be  really  funny.  You  have  to 
be  able  to  laugh  or  it  gets  too  depressing.” 

James  H.  Latimer,  86,  who  covered  12 
Virginia  governors  and  16  national  political 
conventions  as  a  reporter  for  the  Richmond 
(Va.)  Times-Dispatch,  died  April  7  after  a  brief 
illness.  During  his  career  at  the  Times- 
Dispatch,  which  spanned  from  1937  to  1981, 
he  chronicled  the  rise  and  fall  of  the 
Democratic  machine  of  U.S.  Sen.  Harry  F. 
Byrd  Sr.  as  well  as  a  Republican  ascendancy 
that  began  in  the  late  1960s.  Latimer  was  the 
1979  winner  of  the  George  Mason  Award, 
given  by  the  Richmond  chapter  of  the  Society 
of  Professional  Journalists  for  outstanding 
contributions  to  Virginia  journalism,  and  in 
1987  was  inducted  into  the  Virginia 
Communications  Hall  of  Fame. 

John  Luter,  81,  former  chairman  of  the 
University  of  Hawaii  journalism  department, 
died  April  8.  Luter  began  at  the  now-defunct 
San  Antonio  Light,  was  later  a  reporter  for  the 
Washington  Star,  Time,  and  CBS  News,  and 
was  an  associate  editor  at  Newsweek.  He  also 
taught  at  the  Columbia  University  Graduate 
School  of  Journalism  for  13  years.  In  1974, 
Luter  joined  the  University  of  Hawaii,  and 
helped  found  the  journalism  department,  for- 


worked  in  textile  mills  prior  to  taking  up 
newspapering,  imbued  “Sam”  with  his  jack- 
of-all-trades  sensibility.  He  received  hun¬ 
dreds  of  letters  and  telephone  calls  a  week, 
some  asking  intricate  ques¬ 
tions  concerning  personal 
finances  or  government,  oth¬ 
ers  a  more  nebulous  variety. 
Yet,  whatever  the  question, 
whether  about  medicine  or 
about  Mel  Torme,  if  he  did¬ 
n’t  know  the  answer,  Watson 
researched  until  he  found  it. 

Watson’s  column  provid¬ 
ed  not  advice  but  concrete 
answers.  Letters  to  the  Journal  from  various 
professionals  admired  how  well  he  grasped 
the  complexities  of  their  fields.  One 
shopkeeper  wrote  that  whenever  someone 
questioned  her  application  of  sales  tax, 
she  sent  them  the  column  “Sam”  had  print¬ 
ed  in  response  to  her  own  letter  on  the 
subject:  “It  was  Sam’s  no-nonsense,  real- 
world  explanation  of  this  ruling  that  con¬ 
vinced  them.” 


merly  a  program  in  the  English  Department. 
Luter  created  the  university’s  Parvin 
Fellowships,  which  allow  groups  of  young 
journalists  from  the  People’s  Republic  of  China 
to  study  in  Hawaii,  and  established  the  Carol 
Burnett  Fund  for  Responsible  Journalism. 

Duncan  Houx  Olmstead,  94,  former  pub¬ 
lisher  of  the  then-daily  Argus-Courier  in 
Petaluma,  Calif.,  died  Feb.  23.  Olmstead  began 
as  a  reporter  and  worked  his  way  up  through 
various  editorial  positions.  He  became  pub¬ 
lisher  and  editor  of  the  weekly  in  1 953  after  the 
death  of  his  father,  John  Alexander  Olmsted, 
who  had  been  owner  and  publisher.  Olmsted 
and  two  brothers  ran  the  Argus-Courier  until 
1965,  when  they  sold  it  to  the  Scripps  League. 

William  K.  Ulerich.  89,  owner  of  the  Pro¬ 
gressive  Publishing  Co.  in  Clearfield  County, 
Pa.,  died  April  7.  Ulerich  worked  at  The  Daily 
News  in  Huntingdon  County,  Pa.,  and  was  co¬ 
founder  and  first  editor  of  the  Centre  Daily 
Times  in  State  College.  He  was  an  instructor 
and  assistant  professor  of  journalism  at  Penn 
State  University  for  12  years  before  becoming 
part  owner  of  The  Progress,  a  daily  in 
Clearfield,  in  1945,  and  later  became  owner  of 
Progressive  Publishing,  which  includes  The 
Progress  and  Clearfield  Broadcasters  Inc. 


Sam,  the  Straight-Answer  Man 
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New  media’s  Bill  Gates  seeks 
aid  of  old-media  newspaper  ads 

MICROSOFT  MOGUL  USES  THEM  BECAUSE  THEY’RE  ‘EFFECTIVE’  BY  JOE  NICHOLSON 


ill  Gates  was  between  a  rock 
and  a  hard  place. 

A  federal  judge  ruled  that  his 
Microsoft  Corp.  had  repeatedly 
violated  antitrust  laws,  conclud¬ 
ing  a  bitterly  fought  trial  and  four  months  of 
fruitless  efforts  to  settle  the  case,  which  was 
brought  by  the  U.S.  Justice  Department  and 
19  states. 

By  4  p.m.  of  the  day  of  the  ruling, 
Microsoft  shares  dropped  by  14%;  that  day 
the  Nasdaq  Composite  Index  suffered  its 
largest  drop  in  points  ever.  One  headline  the 
next  morning  summed  it  up:  “Nasdaq  Falls 
349.15  on  Microsoft  News.” 

How  did  Gates  respond?  He  wrote  a  letter 
that  appeared  the  next  day,  April  5,  in  full- 
page  ads  in  The  Washington  Post, 

The  Wall  Street  Journal,  The  New 


1998  U.S.  Court  of  Appeals 
decision  that  affirmed 
Microsoft’s  right  to  build 
Internet  capabilities  into 
Windows  to  benefit  cus¬ 
tomers.”  And  he  took  a  shot 
at  “the  government’s  case,” 
saying  it  was  “based  on  a 
premise  that  we  should  not 
have  been  allowed  to  devel¬ 
op  new  versions  of 
Windows  that  included 
built-in  support  for  the 
Internet.” 

Dean  Katz,  group  pub¬ 
lic-relations  manager  at 


Appeal  May  Go 
On  ‘Fast  Track’ 


^  »  appellate  ^ 


We 


respectfully  disagree  wi*  the  Court  s 


ruling 


York  Times,  USA  Today,  the  Seattle 
Post-Intelligencer,  The  Seattle  Monday,  a  u.S.  District  Court 

Times,  and  the  San  Jose  (Calif)  against  Micm««ft  u,  ****’'*®**'‘* of  law  inti. 

Mercury  News.  A  day  later,  an  ad  Atnorican  J  wio,  a.  co,„  ' 

Sincerely, 


with  the  letter 
Washington’s  Roll  Call.  “We 
respectfully  disagree  with  the 
Court’s  ruling,”  wrote  Gates  and 
Microsoft  President  and  CEO 
Steve  Ballmer,  who  added  they 
believed  the  courts  would  find 
Microsoft’s  actions  had  been 
“both  lawful  and  good  for 
customers.” 

Advertisers  don’t  always  move 
as  fast  as  Gates,  but  there  has 
been  an  increase  in  the  number  of 
companies  placing  newspaper 
advocacy  ads,  usually  in  national 
papers.  “Many  companies  are 
being  more  proactive  in  communications 
outreach,  and  advocacy  advertising  is  one 
form  of  communications,”  said  Richard  W. 
Tippett,  director  of  national  advertising  at 
The  Washington  Post. 

Gates’  letter  appeared  in  the  same  Post  edi¬ 
tions  that  reported  his  appeal  might  be  put  on 
a  “fast  track”  to  the  U.S.  Supreme  Court.  In 
his  letter.  Gates  said  his  appeal  “will  stress  a 


Microsoft,  told  E&P  that  the 
firm  uses  newspapers  for  vari¬ 
ous  advertising  objectives, 
adding,  “The  April  5  ad  was 
obviously  in  response  to  the  district  court’s 
conclusions  of  law  that  were  issued  on  April 
3.  This  [ad]  was  part  of  an  opportunity  for 
Microsoft  to  communicate  directly  with  the 
public  and  to  provide  our  point  of  view  in 
what  was  obviously  an  important  story  in  the 
news.  And  it  was  also  a  complement  to  our 
other  communication  efforts,  including  a 
news  conference  with  Bill  Gates  and  Steve 


Ballmer,  and  some 
TV  ads.” 

Those  TV  ads,  which  appeared  a 
day  after  the  newspa¬ 
per  ads,  also  con¬ 
veyed  Microsoft’s 
response  to  the  court 
ruling,  said  Katz. 
“[The  TV  ads]  talk  at  a 
broader  level  about  the 
importance  of  innova¬ 
tion  and  consumer  bene¬ 
fits.  Obviously,  with  print 
ads,  you’re  more  able  to  go 
into  greater  detail  than  you  are 
in  TV,”  he  said. 

Microsoft  used  full-page  newspa¬ 
per  ads  several  times  in  connection 
with  issues  involved  with  the  antitrust 
case,  said  Katz,  who  explained  news¬ 
papers  were  better  suited  for  some 
forms  of  communication  than  other 
media.  “I  suppose  you  could  do  radio 
or  TV  with  that,  but  we  have  chosen 
to  use  print  because  it  is  an  effective 
and  efficient  way  of  communicating 
with  important  audiences,  including 
customers,  partners,  shareholders, 
and  policy-makers.” 

As  the  ruling  date  approached, 
Microsoft  prepared  so  that  it  would  be 
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“ready  to  go”  with  an  ad  response,  said  Katz, 
who  noted  newspapers  ads  “might  be  a  little 
bit  faster”  than  producing  TV  ads. 

In  addition  to  its  ads  concerning  the 
antitrust  case,  Microsoft  has  used  newspaper 
ads  for  years  “to  ensure  that  our  brand  is  vis¬ 
ible,”  said  Katz.  Moreover,  Microsoft  has  run 
15  newspaper  ads  over  the  last  year  on  public 
policy  issues.  “As  the  technology  industry 
begins  to  become  an  arena  where  policy-mak¬ 
ers  are  paying  attention,  we  want  to  make 
sure  we  are  playing  a  leading  role  in  helping 
define  and  address  these  issues,”  said  Katz. 

Microsoft’s  ad  essays  have  covered  topics 
such  as  piracy,  hackers,  and  the  digital  divide. 
The  essays  have  run  in  the  Post,  The  New  York 
Times,  the  San  Jose  Mercury  News,  Washing¬ 
ton’s  Roll  Call,  the  National  Journal,  and  The 
Washington  Times. 

Microsoft  isn’t  the  only  company  using 
issue  ads,  which  have  grown  dramatically 


“particularly  in  the  last  five  or  six  years,”  said 
the  Post’s  Tippett. 

In  addition  to  getting  Microsoft  ads  that 
responded  to  the  court  case  and  presented 
issue  essays,  the  Post  published  an  ad-filled 
26-page  special  section  on  April  5  about 
“business-to-business”  e-commerce.  Most 
ads  were  national;  others  were  retail  and  clas¬ 
sified  recruitment  ads. 

“You  always  sell  the  market  first,” 
explained  Tippett,  who  extols  Washington 
as  the  nation’s  most  wired  city  and  home 
to  12,00  tech  firms,  more  than  Silicon  Valley. 
’’The  Washington  Post  is  a  unique  brand 
of  reporting  and  editing;  then  the  readership, 
the  market  coverage.  It’s  a  credible  en¬ 
vironment.” 

Like  Microsoft,  smaller  tech  firms  realize 
they  can’t  ignore  government  policy-makers. 
“Many  of  the  tech  firms  have  certainly  rec¬ 
ognized,  as  associations  have,  the  increasing 


importance  of  Washington,”  said  Tippett. 

The  Post  plans  three  more  special  sections 
—  in  May,  September,  and  November  — 
focused  on  Web  issues.  Tippett  was  optimistic 
smaller  tech  firms  will  continue  to  follow 
Gates’  path  into  the  Post.  ■ 

Microsoft  adding  newspapers? 

Microsoft  plans  to  continue  buying  news¬ 
paper  ads  for  essays  —  and  it  may  add  addi¬ 
tional  newspapers. 

“We  are  going  to  continue  to  talk  about  pub¬ 
lic-policy  issues  in  the  essays  in  the  foresee¬ 
able  future,”  said  Dean  Katz,  group  public- 
relations  manager  at  Microsoft,  who  added, 
“We  might  expand  {the  newspaper  mix]  a  bit.” 

Katz  declined  to  say  which  newspapers 
might  be  added,  saying,  “We  are  always  evalu¬ 
ating  which  are  the  most  appropriate  publica¬ 
tions  to  talk  about  issues  in  the  public  arena.” 

—  Joe  Nicholson 


Mediapassage.com  upgrades  its  oniine  ‘pipes’ 


Mediapassage.com,  an  ad 

placement  service,  has  up¬ 
graded  its  Web-based  system  to 
increase  efficiency  and  speed, 
the  firm  announced.  The  system’s  improved 
software  also  makes  possible  delivery  of 
high-quality  color  ads. 

The  3-year-old,  Seattle-based 
company  spent  more  than 
$100,000  for  a  number  of  new 
servers  and  added  server  capacity 
for  its  upgraded  worldwide  sys¬ 
tem,  which  links  together  42 
servers  in  Seattle,  New  York,  and 
London.  To  make  the  system  eas¬ 
ier  to  use,  the  firm  said  it  has 
boosted  software  efficiency  and 
purchased  more  bandwidth. 

Last  year,  mediapassage.com  handled 
more  than  75,000  transactions,  which  typical¬ 
ly  involve  an  ad  agency  or  advertiser  sending 
an  advertisement  to  a  newspaper.  Reflecting 
newspaper  advertising  generally,  95%  of  the 
ads  transmitted  by  mediapassage.com  are 
black  and  white. 

Mediapassage.com  transactions,  which 
involve  hundreds  of  millions  of  dollars 
of  advertising  a  year,  have  increased  steadi¬ 
ly,  the  firm  reported.  The  rate  of  transac¬ 
tions  has  now  reached  100,000  a  year,  and 


firm  executives  expect  it  to  reach 
130,000  annually  by  the  end  of 
the  year. 

“Our  system  we  like  to  call  ‘elec¬ 
tronic  plumbing,”’  said  Thomas  J. 
Culligan,  executive  vice  president 
for  marketing.  “It’s  how 
you  get  it  done.  “A  lot  of 
the  things  that  the  system 
is  doing  is  getting  rid  of 
the  problems  that  face 
buyers  when  they  make  a 
print  buy,”  said  Culligan,  who 
noted  problems  have  included  “the 
difficulty  of  gathering  planning 
information,  the  complexity  of 
massive  numbers  of  insertion 
orders  going  out,  the  activity 
involved  in  collecting  tear  sheets,  and  the  res¬ 
olution  of  billing  discrepancies.” 

Culligan  estimated  that  as  many  as  half  of 
all  newspaper  ad  invoices  have  traditionally 
contained  errors  and  claimed  his  system  has 
cut  the  rate  to  only  10%.  The  errors  that 
remain  typically  involve  misunderstandings 
about  provisions  in  ad  contracts,  he  said. 

Mediapassage.com’s  upgraded  system 
uses  software  it  developed  to  exploit  Adobe’s 
portable  document  format;  it  has  named  the 
new  part  of  its  system,  artsend.com. 


Its  system  enables  clients  such 
as  ad  agencies  and  newspapers  to 
do  transactions  online,  including 
selection  of  a  schedule  of  news¬ 
papers  —  “What  paper  on  what 
day  and  what  size,”  explained 
Carleton  W.  Bryant,  executive 
vice  president  for  technical  and 
business  development. 

Bryant  was  the  conceptual 
architect  of  the  artsend.com  sys¬ 
tem,  which  took  the  firm’s  pro¬ 
grammers  and  consultants  several  months  to 
make  operational. 

“Our  typical  customer  is  a  heavy  user  of 
newspapers,”  said  Bryant,  referring  to  cus¬ 
tomers  such  as  Young  &  Rubicam  New  York, 
Hertz,  and  Bell  Atlantic. 

Depending  on  an  ad’s  cost,  the  fee  per 
insertion  order  for  a  newspaper  generally  runs 
from  $40  to  $90. 

The  system  was  designed  to  make  delivery 
of  art  to  multiple  publications  as  easy  as  send¬ 
ing  it  to  a  single  publication. 

Although  more  than  95%  of  the  firm’s 
business  is  American,  its  system  can  move 
traffic  around  the  world.  The  firm  has 
offices  in  Chicago  and  Los  Angeles,  in  addi¬ 
tion  to  those  in  Seattle,  New  York,  and 
London.  —  Joe  Nicholson 


Thomas  J.  Culligan 


Carleton  W.  Bryant 
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FEATURES  AVAILABLE 


ANNOUNCEMENTS 


AUTOMOTIVE 


WE’LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad  sales 
with  articles  from  AUTOMOTIVE  NEWS 
and  AUTOWEEK,  the  leaders  in  weekly 
automotive  industry  reporting. 

Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (21 2)  254-7646 


COLUMNS  AVAILABLE 


GRIMMLY  REFLECTING  free  sample 
by  E-mail  from  anne@willapabay.org 
http://www.willapabay.org/~anne 


WORKING 


SMART 

WORKING  SMART 

How  to  get  more  done  -  faster,  better 
Samples/info/free  trial:  800-397-2280 

billrepp@roche8ter.rr.com 


ENTERTAINMENT 


Shoppers,  Free  Papers,  Mailers  -  Jazz 
up  your  publication  with  our  lively 
Hollywood  column.  Could  sell  ads! 
Fax  request  for  samples  847-446-4804 
or  E-mail  Lafs@aol.com 


VIDEOGAMES 

In  1 999,  the  videogame  industry 
out-grossed  movies.  Get  news, 
reviews,  previews,  etc.  Available 
daily,  weekly  from  the  leader 
in  videogame  content  creation. 
Attract  new  readers,  advertisers. 
Perfect  for  entertainment  sections. 
Text  and  graphics  by  E-mail. 
www.dailyradar.com 
(415)  468-4684x473 
content@dailyradar.com 


ENVIRONMENT 


“ENVIRONMENTAL  TRENDS” 
Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 
Stuart  Lieberman  (609)  497-3930 


FEATURES  AVAILABLE 


DOWNLOAD  FREE  FEATURE  HOME 
ARTICLES  FROM  OUR  WEB  SITE. 
www.wdfarmerplans.com/featurehomes 


NEWSPAPER  APPRAISERS 


APPRAISALS  &  FORMAL  Business  Plans 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kevinkamenandco@aol.com 
Tampa,  FL  (727)  786-5930 
NY  (51 6)  379-2797,  Fax  (51 6)  379-381 2 


WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
WWW. mediamergers.com 


NEWSPAPER  BROKERS 


780  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
2421 2  Muscari  Court 
Gaithersburg,  MO  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291  -7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  nego¬ 
tiations  for  sale  and  purchase  of  highest 
quality  daily  and  weekly  newspapers  in 
the  country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 

DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 

GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


NEWSPAPER  BROKERS 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.BOLITHO 
BOLITHO  MEDIA  SERVICE 
Newspaper  Sales  &  Appraisals. 

A  34-Year  Tradition  of  Service 
www.bolitho.com  (580)  421  -9600 


NEWSPAPERS  FOR  SALE 


ENJOY  LIFE  in  the  Big  Sky  Country. 
Mountain  area  weekly  returning  over 
$80M  cash  to  working  owners.  Priced 
to  sell  quickly.  Jim  Hicks  (Bolitho- 
Cribb  &  Assoc.)  (307)  684-9407. 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)  476-3950 


EXECUTIVE  SEARCH 


NEWSPAPERS  FOR  SALE 


FOR  CURRENT  LISTINGS 
GOTO 

www.cribb.com 


Health  needs  require  sale  of 
SOLID  WEEKLY  NEWSPAPER 
Ideal  opportunity  for  couple  seeking 
independent  journalism  and  quality  of 
life  while  living  and  working  in  rural 
New  England.  Reply  to  Box  01219, 
Editor  &  Publisher,  1515  Broadway, 

1 2th  FI,  New  York,  NY  1 0036. 

FOR  A  LIST  OF 
Publications  For  Sale  Go  To ... 
vvvvw.mediamergers.com 

LISTINGS  OF  THE  MONTH: 

Five  Day  Daily  in  upper  Midwest.  No 
competition.  A  great  move  up  if  you’re 
a  weekly  publisher. 

Free  Illinois  weekly,  grossing  over 
$300,000.  Well  Established  &  priced  at 
only  $125,000. 

Strong  Midwest  weekiy,  grossing 
$175,000.  Priced  at  $250,000  SOLD! 
We  would  be  proud  to  represent  you  in 
a  confidential,  professional  manner. 
Call  us  if  you  are  serious  about  selling. 
And  about  buying... 

We  have  many  other  weeklies  and 
bi-weeklies.  Call  or  write  for  a 
FREE  listing  newsletter! 
NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
RO.  BOX  2001,  BRANSON,  MO  65615 
(417)336-3457 

OR  E-MAIL  BROKERED1@AOL.COM 


EXECUTIVE  SEARCH 


Executive  Search  Consultants 

■  Our  Associates  are  former  newspaper  execs  with  over  70  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs.” 

Ron  Haas  &  Associates 

71 3-977-8955  Fax 71 3-977-9656 
e-mail:  rhaas@rhaas.com 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 
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NEWSPAPERS  FOR  SALE 


ROCKY  MOUNTAIN  SISTER  WEEKLIES 
20  minutes  apart,  covering  two  towns 
in  neighboring  counties.  Together  they 
gross  $450,000.  Good  cash  flows,  tre¬ 
mendous  growth  area,  terrific  lifestyle 
communities.  $650,000  cash  buys 
both.  Real  estate  can  be  purchased 
separately. 

Contact  Terry  License, 

Media  Consultants,  Inc. 

(970)  577-7674 

TOP  SOPHISTICATED  WEEKLY 
35  years  of  successful  publication. 
Owner/publisher/editor  wishes  to  retire 
-  present  age  83.  Located  in  one  of  the 
most  prestigious  cities  in  California, 
and  the  entire  world.  (310)  278-7777, 
1 1  am  until  6pm,  Pacific  Coast  Time. 
M.J,S.,2391  Century  Hill 
Los  Angeles,  CA  90067 


WEST  COAST 

•  NEW  LISTING!  TWO  EXCELLENT 
WEEKLIES,  adjacent,  self-contained 
with  real  property  parcels  and  press. 
Asking  Price:  $4.57  million. 

•  MULTI-DAY  NEWSPAPER  -  With 
press.  FY  ‘99  gross  over  $1M. 
Includes  real  property.  Near  Ocean. 
Asking  Price:  $2.5  million. 

NORTHERN  CALIFORNIA 

•  SOLD!  I  TWO  WEEKLIES  -  One  staff, 
‘99  gross  $490K.  Near  ocean.  Ask¬ 
ing  Price:  $575,000. 

•  TWO  WEEKLIES  Legally 

adjudicated,  in  strong  growth  area, 
‘99  gross  S610K.  Absentee  owner 
CF  $64K.  Asking  Price:  $750,000. 

•  SALE  PENDING!!  BUSINESS  MAG¬ 
AZINE  -  Monthly,  high  demographic 
market.  ‘99  absentee  owner  CF 
$162K.  Opportunity  to  grow.  Asking 
Price:  $1.2  million. 

•  SMALL  WEEKLY  -  Northern  moun¬ 
tain  area.  ‘99  gross  $79K.  Asking 
Price:  $100,000. 

•  COMING  -  HIGH  QUALITY  MAGA¬ 
ZINE  in  most  desirable  coastal  com¬ 
munity. 

Mel  Hodell,  Broker 
Contact  Gregg  K.  Knowles, 
Exclusive  Agent 
(909)  626-6440 
Fax  (909)  624-8852 
ywww.media-broker.com 


PUBLICATIONS  FOR  SALE 


FLORIDA  MONTHLY  MAGAZINE 
Very  profitable.  In  dynamic  fast  grow¬ 
ing  area!  Great  opportunity  for  first 
time  buyer.  Owner  will  assist  in  transi¬ 
tion.  $350,000.  engcom@aoi.com 


UNIQUE  OPPORTUNITY 
Franchise,  printing,  Web  site  and 
graphics  Rights  for  6  independently 
owned  Pennysaver  Shoppers  Guide 
franchisees  for  sale,  can  operate  as  is 
or  use  your  own  printing  and  graphics 
facility.  Presently  located  in  central 
Alabama  and  north  Florida  Panhandle. 
$300,000  yearly  gross.  Unlimited 
potential.  $450,000,  will  finance  50% 
for  10  years  for  qualified  individual. 

Call  1-850-471-1829 


CAMERA  &  DARKROOM 


NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 


TWO  CHESIRE  LABELING  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 

LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886,  Fax  (816)  887-2762 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


NEWSRACKS 


Coin  Operated,  Free  Distribution, 
Wire,  Plastic,  Wood,  Counter, 
Floor  &  Wall ...  We  Have  It  All! 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  N.H.,  CA  91 605 


PRESSES 


COMMERCIAL  PRESSES/AUXILIARIES 
Brush  Dampener  Conversions 
(81 5)  648-461 1 ,  Fax  (81 5)  648-2856 

FOR  SALE:  8/u  GOSS  COMMUNITY  SC 
2  folders,  upper  former,  forklift  and  roll 
clamp,  2  Count-O-Veyors,  all  new  rollers 
and  blankets,  complete  for  $1 75,CXX). 

Call  (913)  648-4195 


DON  T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (913)648-2000 
Fax:  (913)  648-7750 


PRESSES 


COMPLETE,  OPERATIONAL 
PRESS  ROOM 

With  4  Goss  Community  greaser  units. 
Community  folder  &  plate  burners,  etc. 
in  excellent  condition.  Northeast  Oregon 
Rick  Swart  (541 )  426-4567 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


PRESS  FOR  SALE 
1 3-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  high,  3-two 
highs,  4  mono  units.  Equipped  with 
pneumatics,  brush  dampening  and 
motorized  comps.  Clean  &  in  excellent 
condition.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)  561-6401  inter@sprintmail.com 


PRESSES  FOR  SALE 
Three  units  Goss  Community,  late 
‘60s.  Grease  units.  Run  very  little.  Call 
Richard  Sloan  (303)  688-4222,  ext.  30 


PRESSES 

•  Goss  3:2  Folders  23  9/10“,  22  3/4”, 
22“,21  1/2”,  21“ 

•  New  or  Rebuild  Goss  R.T.P.  42”  -f 
45“ 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Harris  1 650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 


WANTED  TO  BUY 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


ADVERTISING  SERVICES 


PosT-ft^fJote  Advertising  by 

NoteAdsjcOfn 

Not«Ads.com,  Inc.  it  your  oourco  for  tl>« 
printing  and  placomont  of  Po«t-ir  Note  ads. 

•  Proven  to  enhafx»  readership  artd  response 
of  your  print  merfia  advertising. 

•  Autivxized  distributor  of  3M. 

1-877-668-3231  P0«Mf  7 

www.notead*.com  N«iii '  -  ' 


CIRCULATION  SERVICES 
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Metro  New.s  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 
www.metro-news.com 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdlinel  @aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for 
any  size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone  (732)  738-5100, 
Fax  (732)  738-51 15 
E-mail  JanMont@Earthlink.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  In  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 
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SERVICES 


II 


HELP  WANTED 


CIRCULATION  SERVICES 


TELEMARKETING  PROF.  INC. 

Coast  to  Coast  Telemarketing 
Now  in  our  4th  decade  servicing 
the  Newspaper  Industry. 

Our  main  emphasis  Quality  Starts 
Ai  Schreibman  1-800-830-3776 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds, 
scheduling  &  circulation.  Fake  Brains, 
{303)791-3301  wwwfakebrains.com 

NEWSPAPER  CONSULTANTS 

HARD  FACTS  ...  TOUGH  DECISIONS! 
Scripps  Consultants  Ltd. 
vww.scrippsconsults.com 
BHS17News@aol.com  407-599-3975 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 


Editor  &  Publisher  Classifieds 

SUBSCRIBE  TODAY! 


ACADEMIC 


COMMUNICATION/JOURNALISM 
Assistant/Associate  Professor  of  Mass 
Communication  beginning  August  2000. 
The  successful  candidate  should  have 
a  strong  background  in  teaching  and 
excellent  communication  skills;  news/ 
editorial  experience  is  preferred.  Pri¬ 
mary  teaching  duties  in  journalism  and 
media  writing  including  news,  feature, 
sports,  and  broadcast  writing.  Pre¬ 
ference  will  be  given  to  candidates  with 
a  secondary  teaching  emphasis  in  two 
or  more  of  the  following  areas:  advertis¬ 
ing/public  reiations,  speech  communi¬ 
cation,  international  or  political  com¬ 
munication.  Additional  duties  include 
advising  the  weekly  campus  newspa¬ 
per,  and  departmental,  university  and 
community  service.  Ph.D.  or  advanced 
ABD  in  field  at  time  of  appointment 
required.  Rank  and  salary  commensurate 
with  experience  and  qualifications. 
Shenandoah  University  is  a  vital  and 
growing  private  liberal  arts  institution  of 
over  2000  students  where  teaching  is  a 
first  priority.  Its  beautiful  campus  In  his¬ 
toric  Winchester,  VA  is  located  in  the 
picturesque  Shenandoah  Valley  and 
benefits  from  its  proximity  to  the 
nation’s  capital.  Review  of  applications 
begins  immediately  and  will  continue 
until  the  position  is  filled.  Send  letter  of 
application,  vita,  transcripts,  and  the 
names  of  five  references  to: 

Dean  of  Arts  and  Sciences 
Shenandoah  University 
1460  University  Drive 
Winchester,  VA  22601 
Equal  Opportunity  Employer 


The  newspaper  industry's  MEETING  place. 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

NOT  JUST  ONE-STOP  SOLUTIONS  FOR  MARKETERS 
THE  BEST  SOLUTIONS  AVAILABLE 

SUBSCRIPTION  SALES  -  30%  PAID  IN  ADVANCE! 

Your  campaign  deserves  the  best.  We  u§e  experian’s  MarketShare™  as 


to  provide  the  finest  representation  available:  we  always  avejaM'  over 
30%  paid-in-advance.  Our  rates  are  as  low  as  $22.00  pdf™ur. 

VERIFICA^ON  AND  RETENTION 

Our  V&R  service  is  handled  entirety,  itt  i^r  offKJ^,;tBider  our  strict 
supervision  -  we  don’t  subcontract..  We frovide  cdtnpr^eflj^e,  week¬ 
ly  Verification  reports  listing  start  dispositions  by  So^8*i^OUT1E 
&  DISTRICT.  We  O^rtfflstant  e-x5afl  from  our  networlc  tb  your  PC  to 
notify  you  of  problems  thaf  msjid  j^ur  immediate  attention. 

DATA  SOLtrf  IONS  , - 

We  provide  phone  ttaiiber/  address  matching  for  as  littlfii^S  19.00  per 
thousand  matched.  We  d^i^  ^  build  software  Sdlutions  like 
Rotation  Manager  and  Sales  Tras^^j^t  let  you  plan  campaigns  and 
track  results  using  any  search  paratiR^r  you  .chpqse  all  on  an  easy  to 
use,  menu  driven,  graphical  interface.  W^sdpr^de  custom  pro¬ 
gramming  with  rates  starting  af^$mw^;^ir. 

To  find  out  more  about  building  the  best  subscriptiorfmarketing  cam¬ 
paign  possible  call  Andy  Orr  at  1-888-343-0470  Ext.  109  for  a  confi¬ 
dential  consultation.  We  are  currently  offering  free  test  campaigns  to 
newspapers  in  the  Mountain  and  Pacific  Time  Zones. 


:iric  Time  Zones. 


www.circulationservices.com 
COMING  SOON:  www.monstersubscriptions.com 

www.edltorandpubllsher.com 


ACADEMIC 


ONE-YEAR  VISITING  APPOINTMENT 
IN  PUBLIC  RELATIONS 
The  E.W.  Scripps  School  of  Journal¬ 
ism,  Ohio  University,  invites  applica¬ 
tions  for  a  one-year,  non-tenure  track 
appointment  in  Public  Relations  to 
begin  in  Fall  2000.  Women  and 
minorities  are  especially  encouraged 
to  apply. 

Applicants  should  be  committed  to 
excellence  in  teaching  in  a  strong  pro¬ 
fessional  curriculum.  Appropriate  pro¬ 
fessional  experience  a  must;  Master's 
degree  required;  Ph.D.  desirable. 
ABDs  welcome.  Duties  would  include, 
but  not  be  limited  to,  teaching  various 
courses  in  the  public  relations  se¬ 
quence  including  principles,  PR  writ¬ 
ing,  program  and  campaign  planning, 
and  advanced  PR.  The  ability  to  make 
contributions  to  the  School's  other 
sequences  or  the  core  is  desirable. 
Salary  $40,000-$42,000.  depending  on 
experience  and  qualifications.  Review 
of  applications  will  begin  May  1 ,  2000, 
and  continue  until  the  position  is  filled. 
The  24  faculty  in  the  E.W.  Scripps 
School  of  Journalism  teach  some  800 
undergraduate  majors  in  five  sequen¬ 
ces  and  more  than  60  Master’s  and 
doctoral  students.  Committed  to  and 
widely  recognized  for  outstanding 
teaching  at  all  levels,  the  program  is 
fully  accredited  and  has  twice  received 
Program  Excellence  awards  from  the 
Ohio  Board  of  Regents,  enjoys  ex¬ 
tensive  endowment  support,  and  main¬ 
tains  advanced  computer  and  media 
laboratories.  Admission  requirements 
for  the  School  are  the  highest  of  any 
degree-granting  program  at  Ohio  Uni¬ 
versity,  a  selective  enrollment  univer¬ 
sity. 

The  19,000  Ohio  University  students  at 
the  Athens  campus  enjoy  the  benefits 
of  living  in  an  archetypal  university  com¬ 
munity  of  22,000  residents,  sur¬ 
rounded  by  the  foothills  of  the 
Appalachians.  Housing  is  affordable, 
public  schools  are  good,  and  outdoor 
activities  are  abundant. 

Send  letters  of  application;  curriculum 
vitae/resume;  and  names,  addresses 
and  telephone  numbers  of  at  least 
three  references  to: 

Jan  Slater 

E.W.  Scripps  School  of  Journalism 
Ohio  University,  Athens,  OH  45701 
(740)593-2613 
Ohio  University  is  an 
Affirmative  Action/Equal  Opportunity/ 
ADA  Employer 

ADMINISTRATIVE 

GENERAL  MANAGER  needed  for  small 
Ohio  daily.  Send  resume  and  salary 
history  to  Box  01221,  Editor  &  Publisher, 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036. 

I  If  you  don’t  see  a 
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ADMINISTRATIVE 


GENERAL  MANAGER  WANTED 
Our  company  is  seeking  an  experi¬ 
enced  newspaper  general  manager  to 
fill  a  high  level  management  position 
for  a  group  of  weekly  newspapers  in 
northern  Ohio.  We  seek  a  person  who 
has  experience  in  all  aspects  of  news¬ 
paper  management.  The  job  entails 
directing  circulation,  sales  operations 
and  office  personnel,  hiring,  training, 
motivating  the  staff  as  well  as  respon¬ 
sibility  for  improving  profitability.  The 
company  offers  a  competitive  salary 
plus  bonus  program  and  a  complete 
benefits  package.  If  you  have  an 
interest  and  the  qualifications  for  this 
pKssition,  please  send  a  resume  to: 
hkdiii@aol.com 


QUALITY,  TRAINING  & 
DEVELOPMENT  SUPERVISOR 
Deerfield  Beach,  Florida 
The  Sun-Sentinel,  a  division  of  the 
Tribune  Company,  is  seeking  a  Train¬ 
ing  &  Development  Supervisor  for  its 
Classified  Advertising  Department 
located  in  Deerfield  Beach,  Florida. 

In  this  exciting  position  the  individual 
will  be  responsible  for  training, 
interviewing  potential  candidates  for 
inside  sales,  monitoring  classified 
inside  sales  representatives  and 
developing  and  delivering  curriculum 
for  representatives  to  meet  company 
needs. 

The  successful  candidate  will  have  a 
minimum  of  three  to  five  years’  experi¬ 
ence  in  customer  service/sales  experi¬ 
ence.  Bachelor’s  degree  in  Liberal  Arts 
field  with  teacher’s  certification  or 
equivalent  related  experience.  Ex¬ 
cellent  oral  and  written  communication 
skills  are  required  to  produce  training 
materials  and  presentations. 

The  Sun-Sentinel  offers  a  competitive 
salary  and  excellent  benefit  package. 
To  apply,  please  send  resume  attn: 

Sun-Sentinel 
Human  Resources 
333  SW  12th  Avenue 
Deerfield  Beach,  FL  33442 
Fax:(954)425-1518 
E-mail:  mlorenzo@tribune.com 
The  Sun-Sentinel  values  diversity  and 
encourages  those  who  share  our  vis¬ 
ion  to  apply.  We  support  a  smoke-free, 
drug-free  work  environment.  EOE 


PUBLISHER 

The  Lompoc  Record,  an  8,200  circula¬ 
tion  Daily  in  Santa  Barbara  County,  CA. 
This  full  service  newspaper  is  looking 
for  the  right  individual  to  lead  the 
expansion  of  this  product  Into  neighbor¬ 
ing  markets.  The  successful  candidate 
will  need  to  understand  marketing,  have 
strong  management  skills  and  be  an 
involved  person  in  the  community.  Com¬ 
petitive  salary,  incentive  bonus,  C.C. 
membership,  car  allowance  and  ex¬ 
cellent  benefits.  Contact: 

Robert  Balzar  Vice  President  I.E. 

Los  Angeles  Newspaper  Group 
Fax  (909)  948-3197 
E-mail  bob.balzer@sgvn.com 
RIL  17,  2000  C3 
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HELP  WANTED 


ADMINISTRATIVE 


NATIONWIDE  MAGAZINE  PUBLISHER 
Intertec  Publishing  Corporation  is  a 
global  leader  in  business-to-business 
publishing  and  a  rapidly  growing 
division  of  media  giant  -  PRIMEDIA.  As 
we  continue  to  expand  our  specialties 
and  circulation,  we  currently  have  an 
exceptional  career  opportunity  for: 
Publisher:  Responsibilities  include 
overseeing  editorial/production/sales/ 
supervising  and  training  staff/devel¬ 
oping  strategies  to  build  circulation, 
and  assume  bottomline  P&L  responsi¬ 
bility.  You  will  need  to  possess  10-1- 
years  of  proven  leadership  and  suc¬ 
cess  in  the  areas  of  advertising, 
marketing,  direct  sales  and  product 
management  combined  with  strong 
management  skills  and  in-depth  famil¬ 
iarity  of  magazine  publishing 
(preferably  working  knowledge  of 
trade  magazine  experience)  and  BA/ 
BS.  Relocation  assistance  available. 
Job  Code:  EP/PUB 

This  position  is  situated  in  scenic 
Malibu,  CA.  In  addition  to  a  relaxed 
environment  and  GYM  on  premises 
with  a  casual  dress  code,  we  offer 
attractive  compensation  with  outstand¬ 
ing  benefits.  For  immediate  considera¬ 
tion,  send  resume,  indicating  position 
desired/job  code  and  salary  require¬ 
ments  to  Intertec  Publishing  Corpora¬ 
tion,  HR  Manager: 

PC.  Box  8987,  Malibu,  CA  90265-8987 
Fax  (310)  317-0072 
Job  Hotline:  (800)  543-41 1 6  x303 
www.intertec.com  EOE 

ADVERTISING 


INTERNET  EVP  SALES 
Great  opportunity  for  sales  executive. 
Sell  to  newspaper  industry.  Early  stage 
pre  IPO.  Our  technology  enables  news¬ 
papers  to  offer  E-commerce  solutions 
and  be  profitable  from  the  start.  Must  be 
able  to  personally  reach  senior  decision 
makers  and  develop  a  sales  force.  This 
is  the  rignt  place  at  the  right  time.  Good 
salary,  benefits,  options  and  equity. 
Metro  NY.  Send  resume  to: 

Box  01230,  Editor  &  Publisher, 

1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 


ADVERTISING 


ADVERTISING  MANAGER/ 
BUSINESS  DEVELOPMENT 
Want  to  be  an  industry  leader?  Then 
join  the  company  that  is  changing  the 
media  and  newspaper  consulting  land¬ 
scape. 

Newspaper  Services  of  America  (NSA), 
the  country’s  leading  print  media  com¬ 
pany,  is  seeking  a  motivated  experi¬ 
enced  leader  to  join  their  SmartCirc! 
division.  This  person  will  directly  assist 
in  developing  and  growing  established 
and  potential  business  opportunities 
within  the  newspaper  industry.  Must 
have  accomplished  sales  and  pres¬ 
entation  skills,  and  a  good  understand¬ 
ing  of  how  advertising,  circulation  and 
marketing  inter-relate  within  the  news¬ 
paper  industry.  Overnight,  out-of-state 
travel  required.  NSA  is  based  in  Chi¬ 
cago,  relocation  is  optional. 

Attractive  package  including  salary 
plus  bonus,  excellent  benefits,  match¬ 
ing  401  (k)  and  company  stock  dis¬ 
count  purchase  program.  If  interested 
please  send  resume,  salary  history  and 
references  to: 

Larry  Maynard,  Vice  President 
Newspaper  Services  of  America 
1804  N.  Naper  Blvd. 

Naperville,  IL  60563 
Fax:  630/577-0013 
E-mail: 

Lmaynardi  @nsamedia.com 
CLASSIFIED  ADVERTISING  MANAGER 
Classified  Advertising  Manager  Marks- 
Ferber  Communications,  LLC,  is  seek¬ 
ing  a  high-energy,  experienced  Class¬ 
ified  Advertising  Manager  to  lead, 
motivate,  and  develop  our  professional 
classified  advertising  sales  staff.  The 
ideal  candidate  will  have  a  proven 
record  of  success  in  advertising  sales 
and  management;  degree  preferred 
but  not  required.  We  offer  competitive 
compensation  and  great  benefits, 
including  medical  and  dental  insur¬ 
ance,  LTD  coverage,  401  (k)  and  more. 
Qualified  candidates  should  send  their 
resumes  to: 

Marks-Ferber  Communications,  LLC 
250  W.  Rio  Salado  Parkway 
Tempe,  AZ  85281 
Attn;  Bryn  San/is 


ADVERTISING 


ADVERTISING  MANAGER 
The  Sarasota  Herald-Tribune,  the 
largest  newspaper  in  the  New  York 
Times  Regional  Newspaper  Group  and 
the  8th  largest  newspaper  in  Florida, 
seeks  an  experienced  professional  to 
manage  and  direct  the  sales  efforts  of 
its  retail,  national  and  bureau  opera¬ 
tions.  The  qualified  candidate  will 
possess  a  history  of  having  managed 
a  newspaper  advertising  staff  and  be 
skilled  at  training,  developing  motivat¬ 
ing  and  coaching  a  diverse  sales 
force.  A  minimum  of  five-plus  years  in 
newspaper  sales  management  is  a 
must  in  addition  to  a  record  of  prog¬ 
ressive  sales  increases.  We  offer  a 
lucrative  compensation  and  benefits 
package  to  include  an  MBO  Bonus 
Program,  401  (k)  Plan,  Pension,  Stock 
Purchase  Plan  and  a  comprehensive 
major  medical/health  program.  EOE/ 
Drug  Free  Work  Place. 

Only  qualified  candidates  should  sub¬ 
mit  resume  including  salary  history 
and  references  to: 

Advertising  Manager 
Sarasota  Herald-Tribune 
801  S.  Tamiami  Trail 
Sarasota,  FL  34236 


DIRECTOR  OF  TRAINING 
This  person  will  be  responsible  for  the 
hiring  and  training  of  a  dynamic  sales 
force  for  a  large  direct  mail  shopper 
and  community  newspaper  group. 
Minimum  5  years  experience  in  Sales 
Management/Sales  Training  required. 
Competitive  salary  and  bonus  plan  com¬ 
mensurate  with  experience.  Report 
directly  to  CEO  of  fast  growing  media 
group.  Send  resume  to: 

Mr.  Patterson 
Trinity  Holdings,  Inc. 

610  Beatty  Road,  Monroeville,  PA  15146 


DISPLAY  ADVERTISING 
SALES  MANAGER 

The  State  Journal-Register  is  seeking 
an  experienced  advertising  manager  to 
oversee  one  of  its  Display  Advertising 
sales  staffs. 

The  ideal  candidate  must  have  a  Bach¬ 
elor’s  degree  and  be  an  aggressive  pro¬ 
fessional  who  can  train  and  motivate  the 
Display  sales  team.  Prior  experience 
involving  goal  setting,  performance 
appraisal  and  development  of  sales  rep¬ 
resentatives  is  essential.  Also,  a  solid 
sales  and  contract  negotiations  track 
record  is  a  must.  The  job  further  re¬ 
quires  skills  necessary  for  developing 
operating  budgets  and  achieving  rev¬ 
enue  goals. 

We  offer  a  competitive  salary,  bonuses 
and  excellent  benefits.  The  State 
Journal-Register,  the  oldest  newspaper 
in  the  state  of  Illinois,  has  a  daily  circula¬ 
tion  of  61 ,000  and  71 ,000  on  Sunday. 

For  consideration,  please  mail  or  fax 
your  resume: 

The  State  Journal-Register 
Advertising  Director 
One  Copley  Plaza,  RO.  Box  219 
Springfield,  IL  62705-021 9 
Fax: 

(217)  788-1352 


ADVERTISING 


SALES  MANAGER/GM:  Incredible  adven¬ 
ture  for  entrepreneurs  &  Sales  Managers 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  Berkeley 
Daily  Planet,  is  looking  for  additional 
leaders  to  build  teams  at  small,  start-up 
California  daily  newspapers.  Absolutely 
must  love  sales  and  leadership!  Com¬ 
petitive  compensation  plus  stock 
options  for  aggressive  leaders  (venture 
capital  backed).  Not  for  the  faint¬ 
hearted:  strong,  entrepreneurial  work 
ethic  required!  E-mail  cover  letter, 
resume,  salary  requirements: 

arnold@berkeleydailyplanet.com 
Or  fax  (51 0)841 -5695 


ADVERTISING  MANAGER 
For  Idaho’s  best  weekly  newspaper  in 
Sun  Valley,  Idaho  resort  area.  Duties 
include  sales  management  of  news¬ 
paper,  monthly  real  estate  guide  and 
twice  yearly  upscale  magazine  and 
supervision  of  3-person  staff.  Com¬ 
petitive  and  lively  market  needs  expe¬ 
rienced  and  organized  self-starter  who 
can  inspire  others  and  think  strateg¬ 
ically.  Competitive  salary  and  benefits, 
plus  great  mountain  living.  Submit  re¬ 
sume  with  references  to: 

Pam  Morris,  Idaho  Mountain  Express 
RO.  Box  1013,  Ketchum,  ID  83340 
Fax  (208)  726-2329 
Or  by  E-mail  pmorris@micron.net 


NEW  VENTURE  SALES  MANAGER 
Do  you  have  successful  background 
experience  in  new  product  start-up?  If 
so,  you  may  be  the  person  we  are  look¬ 
ing  for.  This  is  a  new  position  at  the 
Quad-City  Times,  which  will  assume 
responsibility  for  advertising  sales  of 
our  niche  publications,  Internet  ven¬ 
tures,  as  well  as  sponsorship  sales 
and  coordination  of  our  business 
events. 

We  are  looking  for  a  professional  who 
is  aggressive,  self-motivated,  goal 
oriented,  has  a  positive  attitude, 
possesses  excellent  communication 
and  presentation  skills  and  believes  in 
goal  management. 

This  person  will  be  in  on  the  ground 
floor  start-up  of  all  new  niche  pub¬ 
lications,  and  events.  Responsibilities 
will  include  management  of  a  growing 
department  including  support  and 
sales  staff,  all  financial  aspects  of  the 
publication  and  events  as  well  as 
some  direct  sales  responsibilities.  This 
management  position  reports  directly 
to  the  Director  of  Business  Marketing 
and  Sales. 

This  is  a  full-time  position  with  com¬ 
petitive  wage  and  benefit  package. 
Please  send  an  application  and/or 
resume  to: 

Quad-City  Times 
Human  Resources 
Attn:  New  Ventures  Sales  Manager 
500  E.  Third  Street 
Davenport,  lA  52801 
jdekeyser@qctimes.com 
EOE 

To  see  all  the  positions  we  currently 
have  open  please  visit  our  website  at: 

www.QCTIMES.com 

www.editorandpublisher.com 


ADVERTISING  MANAGER 
Looking  for  a  professional  that  will 
work  directly  with  an  outside  sales 
staff.  Skilled  at  training  and  motivating, 
be  a  part  of  one  of  the  fastest  growing 
communities  in  the  country.  Mail  your 
resume  to  The  Times  Herald,  410 
Markley  Street,  Norristown,  PA  19401 . 

Attn:  Bryan  Osborn 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ADVERTISING  MANAGER 
Great  opportunity  for  an  existing  man¬ 
ager  or  a  senior  account  rep  to  move 
to  sunny  Florida  in  a  growth  market. 
18,000  circulation  and  growing.  Send 
resume  and  salary  history  to: 

Marketing  Director,  The  Daily  Sun 
1 1 53  Main  Street,  The  Villages,  FL  321 59 
Or  Fax  to  (352)  753-2380 
C4  EDITOR  &  PUBLISHER 


SALES  REPRESENTATIVE 
International  publishing  house  seeks 
advertising  sales  professional  with 
strengths  in  leveraging  existing  cus¬ 
tomer  relationships  and  generating 
new  business  for  market  leading  avia¬ 
tion  publications  and  Web  sites.  Must 
have  a  demonstrated  track  record  in 
achieving  sales  goals.  The  right  candi¬ 
date  is  a  proven  self-starter  with  an 
ability  to  work  independently,  have 
strong  communication  skills  and  be 
skilled  in  selling  both  in  person  and  over 
the  telephone.  Ad  sales  are  currently 
$700,000  with  strong  upside  potential 
for  the  right  person  to  take  to  $1  million 
PLUS.  Competitive  package  with  great 
benefits.  Please  send  resume  to: 

Phillips  Business  Information,  Inc. 
Attn:  HF-SR-PBI 
RO.  Box  601 11 
Potomac,  MD  20859-01 1 1 
Email;  pbijobs@phillips.com 
/  APRIL  1  7,  2000 
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HELP  WANTED 


ADVERTISING 


ORLANDO  SENTINEL  COMMUNICA¬ 
TIONS,  a  leading  multimedia  commu¬ 
nications  company  is  seeking  candi¬ 
dates  for  the  following  position: 

ADVERTISING  SALES  MANAGER 
Provides  strategic  sales  leadership 
with  responsibilities  that  include  fully 
integrating  creative  marketing  strategies 
to  ensure  maximum  advertising  sales 
penetration  for  our  multimedia  pro¬ 
ducts,  coaching  sales  representatives 
and  managing  the  advertising  budget. 
REQUIRES: 

•  5-7  years  experience  with  an  ad 
agency  or  media  environment 

•  Thorough  understanding  of  market¬ 
ing  data  and  its  applications  to 
advertising  sales 

•  Computer  literacy  with  experience 
integrating  technology  into  the  sales 
process 

•  2-4  years  sales  management  experi¬ 
ence 

•  Valid  driver’s  license  and  accessible 
transportation  is  required  to  entertain 
clients  and  travel  on  company  busi¬ 
ness 

•  Undergraduate  degree  or  equivalent 
related  work  experience 

SOURCE  CODE:  EP-ASM-CFH 
For  consideration,  please  include  the 
source  code  and  E-mail  or  mail  your 
resume  to: 

chaymes@orlandosentinel.com 
Orlando  Sentinel  Communications 
Employment  Center 
633  North  Orange  Avenue 
Orlando,  FL  32801 

For  a  complete  list  of  job  openings  call 
our  Sentinel  Career  Line  at: 

(407)  872-7200  category  #9121 


ONE  OF THE COOLEST 
job  opportunities  in  California! 

The  most  successful  entertainment 
weekly  newspaper  in  Santa  Cruz 
County  seeks  an  advertising  director 
for  the  sales  team.  If  you  have  a  great 
attitude,  solid  advertising  sales  experi¬ 
ence,  the  ability  to  motivate  and  lead  a 
classified  and  retail  sales  team, 
possess  creative  and  innovative 
marketing  ideas  and  wish  to  make  top 
dollar  with  endless  earning  potential. 
GOOD  TIMES  invites  you  to  apply. 

We  offer  an  exceptional  guaranteed 
salary,  overrides  and  bonuses.  Your 
package  includes  health,  dental, 
optical  and  life  insurance,  a  401  (k), 
paid  vacation  and  an  awesome  work 
environment. 

Fonward  resume  and  salary  require¬ 
ments  to  GOOD  TIMES: 

RO.  Box  1 885,  Santa  Cruz,  CA  95061 
Or  E-mail  carole@cruzio.com 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings 
at  a  few  of  our  36  daily  newspapers  Cur¬ 
rent  openings  include  Circulation  Direc¬ 
tors,  Editors,  Reporters,  Account  Execu¬ 
tives,  Pressmen  and  more.  Check  out 
our  Career  Opportunity  page  at: 
vww.ogdennews.com/opportunities 

www.editorandpublisher.com 


ADVERTISING 


ADVERTISING  MANAGER  Pro  for  Berk¬ 
shire  (MA)  weekly.  Equity  position. 

E-mail :  george@berkshirebeacon.com 


REGIONAiyNATIONAL  SALES 
MANAGER 

Are  you  a  proven  advertising  sales  pro¬ 
fessional  who  would  like  the  opportu¬ 
nity  and  recognition  that  comes  with 
managing  a  high  impact,  high  visibility 
client  base? 

Handling  a  fast-paced  and  varied 
schedule,  our  National  Sales  Manager 
is  out  of  the  office  and  on  the  road 
50%  of  the  time,  solving  problems  and 
building  relationships.  We  have  high 
expectations  for  both  client  satisfaction 
and  sales  volume.  Success  will  be 
achieved  through  a  combination  of 
independent  effort  and  teamwork  with 
a  staff  of  7  sales  professionals. 
Successful  candidates  will  have  at 
least  5  years  sales  experience,  with  at 
least  3  years  of  that  experience  at  a 
sales  management  level,  and  a  consis¬ 
tent  track  record  of  superior  results. 
Bachelor's  degree  in  Business,  Market¬ 
ing  or  related  field  preferred. 

This  position  reports  directly  to  the 
Director  of  Advertising,  and  offers  com¬ 
petitive  salary,  excellent  incentive/ 
bonus  opportunities,  and  the  chance 
to  be  truly  recognized  for  outstanding 
performance. 

To  be  considered,  submit  your  resume  to: 

The  Bakersfield  Californian 
RO.  Box  440 

Bakersfield,  CA  93302-0440 
FAX:  661 .395.7484 
EMAIL:  spiland@bakersfield.com 
EOE/M/F/H/V 


CIRCULATION 


100,000  CIRCULATION  newspaper  in 
the  south  is  looking  for  a  Zone  Man¬ 
ager  to  lead  an  eager  group  of  district 
managers  in  our  city  operation.  Ex¬ 
cellent  benefits  401  (k)  and  pay  (45K 
total  package  potential).  Must  have  2-5 
years  experience  supervising  district 
managers,  strong  leadership  qualities, 
and  be  willing  to  learn  our  systems. 

Reply  to  Box  01 229,  Editor  &  Publisher 

1515  Broadway,  1 2th  FI,  NY.  NY  1 0036 


CIRCULATION  DIRECTOR 
Zone  1,  6-day  community  daily  seeks 
an  energetic  hands-on  leader  to 
oversee  its  home  delivery,  single  copy 
and  NIE  efforts.  Opportunity  to  enter  a 
rapidly  expanding  public  company 
with  enormous  growth  potential. 
Excellent  salary  and  benefits.  Experi¬ 
enced  applicants  reply  with  resume 
and  salary  history  to: 

Box  01 1 54,  Editor  &  Publisher 
1515  Broadway.  1 2th  FI,  NY,  NY  1 0036 

CIRCULATION  DIRECTOR 
Under  20,000  daily  in  Zone  1  is  looking 
for  the  right  individual  to  lead  its 
circulation  department.  Single  copy 
and  home  delivery  knowledge  is  pre¬ 
ferred.  Unlimited  career  advancement 
opportunities.  Send  resume  to: 

Box  01232,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 


CIRCULATION 


CIRCULATION  GENERAL  MANAGER 
The  Nation’s  #1  Newspaper  has  an 
immediate  opening  for  an  outstanding 
leader  with  the  ability  to  manage  and 
direct  an  experienced  team  in  our 
Dallas.  Texas  circulation  office.  The 
ideal  candidate  will  possess  excellent 
verbal  and  written  communications 
skills,  have  a  proven  track  record  in 
developing,  guiding  and  selecting  staff 
with  the  ability  to  foster  teamwork  to 
successfully  complete  projects,  a 
strong  knowledge  of  budgeting  and 
monitoring  revenue,  sales  and  expense 
performance  and  have  superior  ana¬ 
lytical  ability.  A  minimum  of  five  years 
managerial  experience  is  essential 
along  with  knowledge  of  systems  and 
PC’s.  USA  TODAY,  a  Gannett  company, 
offers  a  competitive  salary  along  with 
excellent  benefits.  If  you  are  interested 
in  a  challenging  career,  please  send 
your  resume  with  salary  history  to: 

Brad  Jones 
USA  TODAY 
1 000  Wilson  Boulevard 
Arlington,  VA  22229 
(703)  247-31 85  (fax) 
bjones@usatoday.com  (e-mail) 

To  learn  more  about  the  USA  TODAY 
brand,  visit  our  website  at: 
www.usatoday.com 
We  recognize  and  appreciate  the 
benefits  of  diversity  in  the  workplace 


CIRCULATION  MANAGER 
The  Meridian  Star,  an  award  winning 
19,000-t-  circulation  newspaper  in  east 
central  Mississippi,  is  seeking  a  Cir¬ 
culation  Director.  Our  Circulation 
Department  is  stable,  with  an  able, 
qualified  staff  and  a  strong  carrier 
force.  This  is  not  a  department  in 
decline.  Our  former  Director  was  off¬ 
ered  a  promotion  to  a  much  larger  pa¬ 
per  because  of  his  fine  work  here.  We 
believe  circulation  growth  begins  in  the 
newsroom  and  ends  with  quality  ser¬ 
vice  and  promotion  within  the  Circula¬ 
tion  Department. 

Candidates  should  have  solid  under¬ 
standing  of  Circulation  Accounting  and 
a  track  record  of  aggressive  promo¬ 
tional  programs.  Competitive  salary, 
bonuses,  401  (k).  full  coverage  insur¬ 
ance  are  all  part  of  our  compensation 
package.  Send  resume  to: 

Paul  Barrett,  Editor  and  Publisher 
Meridian  Star 

RO.  Box  1591,  Meridian.  MS  39302 


CUSTOMER  RETENTION  MANAGER 
The  Courier  Times  seeks  an  experi¬ 
enced  manager  for  our  six  year  old 
Retention  Department.  Will  oversee 
verification,  stops,  PBM,  service  sur¬ 
veys,  complaint  recovery  and  customer 
bonding.  Sales,  customer  service  and/ 
or  call  center  experience  helpful.  Degree 
is  a  plus.  Send  resume,  salary  history/ 
requirements  and  cover  letter  to: 

George  W.  Stevenson,  Circulation  Director 
Bucks  County  Courier  Times 
8400  Route  13,  Levittown,  PA  19057 
Fax:  (215)  269-3305 
gstevenson@calkinsnewspapers.com 


CIRCULATION 


CIRCULATION  DIRECTOR, 
20,000  daily,  7  days/week,  Mon-Fri 
PM,  Sat-Sun  AM.  Resumes  to: 

Publisher,  Record-Courier, 

1 26  N.  Chestnut  Street,  Ravenna,  OH  44266 


EDITORIAL 


SENIOR  WRITER,  National  Journal's 
Technology  Daily,  a  Web  publication 
covering  high-tech,  politics  and  policy, 
seeks  a  reporter  with  at  least  five  to 
seven  years  of  newsroom  experience 
including  coverage  of  Congress.  Expe¬ 
rience  in  daily  or  trade  press,  familiar 
with  technology  policy  issues  and 
knowledge  of  Washington’s  political 
scene.  Capable  of  producing  material 
for  daily  deadline.  Fax  or  E-mail  cover 
letter,  resume,  writing  samples  and 
salary  requirements  to: 

(703)518-8703 

smcloone@nationaljournal.com 
National  Journal  Group  Inc.  is  an  Equal 
Opportunity  Affirmative  Action  Employer 


SPORTS  AND  NEWS  EDITOR 
Due  to  one  in-house  promotion  and 
one  relocation.  The  Daily  Telegram,  a 
17,000  circulation  daily  newspaper  in 
southeast  Michigan,  needs  a  news 
editor  and  a  sports  editor.  Both  posi¬ 
tions  require  copy-editing,  writing  and 
design  skills  as  well  as  leadership  and 
planning  abilities.  QuarkXPress  expe¬ 
rience  is  a  must.  Interested  parties 
should  send  writing  samples,  design 
samples  and  a  resume  immediately  to: 

Chris  lott,  The  Daily  Telegram 
133  N.  Winter  Street,  Adrian,  Ml  49221 


SPORTS  REPORTER 
Full-time  for  Midwest  Monday-Sat- 
urday  PM.  Strong  reporting  skills. 
Layout  and  headline  experience  help¬ 
ful.  Will  consider  recent  college  gradu¬ 
ate  with  experience.  Good  starting  sal¬ 
ary  plus  benefits.  Send  resume  and 
clips  to: 

Joyce  McCullough,  NewsTribune 
426  Second  St.,  LaSalle,  IL61301 


THE  DURANGO  HERALD 
in  the  spectacular  San  Juan  Mountains 
of  Southwest  Colorado,  has  openings 
for  an  assistant  city  editor  and  a 
reporter.  The  Herald  has  been  named 
Colorado’s  finest  small  daily  six  years  in 
a  row.  Durango  is  a  friendly  college 
town,  known  for  skiing,  mountain  biking, 
kayaking  and  rafting.  Send  letter, 
resume  and  clips  to  David  Staats, 
managing  editor,  RO.  Drawer  A, 
Durango.  CO  81301 .  For  more  info,  see: 
www.durangoherald.com 


Correspondent,  Midwest 
wanted  by  New  York  based  Fil¬ 
ipino  American  Ethnic  Newspaper 
Publication  for  position  in  Chicago, 
IL.  Must  have  Bachelors  in  Jour¬ 
nalism  and  2  years  experience  writ¬ 
ing  news  stories.  Respond  to;  Lib- 
ertito  Pelayo,  Editor-In-Chief,  Fil¬ 
ipino  Reporter,  Empire  State  Build¬ 
ing,  350  Fifth  Avenue,  Suite  601, 
New  York,  NY  10118-0110. 


EDITOR  &  PUBLISHER  /  APRIL  17.  2000 
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HELP  WANTED 


EDITORIAL 


25,000  AWARD-WINNING  Midwest 
daily  seeks  highly  motivated  city  editor 
with  lots  of  energy,  strong  editing  and 
planning  skills,  and  a  nose  for  news. 
Competitive  salary.  Resumes  to: 

Managing  Editor  Dan  McCaleb 
Kokomo  Tribune 

300  N.  Union  Street,  Kokomo,  IN  46904 
Or  E-mail:  dmccaleb@ktonline.com 


AGGRESSIVE  SE  daily  needs  a 
reporter  who  is  comfortable  with  hard 
news,  but  knows  how  to  work  human 
angles,  too.  Great  opportunity  for  a 
young  reporter  to  cover  some  big 
stories.  Send  resume  to  Tabitha  J. 
Lacy,  Birmingham  Post-Herald: 

PO.  Box  2553,  Birmingham,  AL  35202 


ALTERNATIVE  WEEKLY 
Cityview,  a  Des  Moines  newsweekly 
with  120,000  readers,  has  openings  for 
managing  editor,  entertainment  editor 
and  reporter.  We’re  a  scrappy,  uncon¬ 
ventional  paper  in  a  conservative  town 
that’s  ripe  for  muckraking.  This  is  your 
chance  to  make  a  difference  by  pro¬ 
ducing  quality  journalism  in  the 
Intellectual  Third  World.  Send  resume, 
clips  to  P  Kotz: 

1 00  4th  Street,  Des  Moines,  lA  5031 0 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
The  Billings  Gazette  seeks  a  high- 
energy,  news-sawy  Assistant  City  Editor 
to  help  shape  its  local  and  state  news  con¬ 
tent.  This  position  is  part  of  a  dynamic 
team  of  editors  who  direct  an  aggressive 
news  department.  This  editor  will  help 
sharpen  the  daily  news  report  and  de¬ 
velop  enterprise  stories,  working  with 
both  local  and  state  reporters  to  set  the 
standard  for  quality  journalism  in  Mon¬ 
tana.  This  editor  works  nights  to  pull 
together  and  refine  news  coverage  in 
multiple  editions  for  Gazette  readers  in 
two-state  area.  The  successful  candidate 
will  have  a  minimum  of  five  years  news¬ 
room  supervisory  experience,  be  skilled 
in  editing  and  headline  writing  and  in 
directing  news  coverage.  Please  send 
resume,  non-returnable  clips,  and  cover 
letter  summarizing  your  strengths  and 
news  philosophy  to: 

Human  Resources-ACE,  Billings  Gazette 
PC.  Box  36300,  Billings,  MT  591 07 
Or  bghr@billingsgazette,com 
Application  deadline  4/22/00  EOE 


RECENT  GRAD  or  beginner  who 
wants  to  learn  and  grow  covering 
stock  markets  contact  Dickp@dtn.com 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
The  Holland  Sentinel,  a  19,000-circu¬ 
lation  morning  daily  on  the  shores  of 
Lake  Michigan,  is  looking  for  an  experi¬ 
enced  journalist  to  join  our  editing 
team.  We’re  looking  for  someone  who 
can  help  writers  turn  routine  assign¬ 
ments  into  lively  stories  that  make  a  dif¬ 
ference  to  readers.  Job  includes  some 
page  production  duties.  Send  resume 
and  work  samples  to: 

Jim  Timmermann,  Managing  Editoi 
The  Holland  Sentinel 
54  West  8th  Street,  Holland,  Ml  49423 
E-mail:  jtimmermann@sentinelnet.com 

ASSISTANT  METRO  EDITOR 
If  you  know  how  to  help  reporters  write 
great  enterprise  stories  and  you’d  like 
to  live  in  a  dynamic  university  town, 
we’ve  got  a  job  for  you.  The  Ann  Arbor 
News  is  looking  for  an  assistant  metro 
editor  with  broad  reporting  and  editing 
experience  who  can  handle  PM  deadlines 
as  well  as  short-term  enterprise  and 
project  stories.  Send  a  resume  and 
work  samples  to: 

Tom  Krisher,  Metro  Editor 
The  Ann  Arbor  News 
340  E.  Huron  Street,  PO.  Box  1147 
Ann  Arbor,  Ml  481 06-1 147 
The  New  is  an  equal  opportunity  employer 


EDITORIAL 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
National  and  regional  acclaim  and 
prizes  have  followed  the  Mobile  (Ala.) 
Register’s  rise  to  become  one  of  the 
most  aggressive  daily  newspapers  in 
the  Southeast.  Now  is  your  chance  to 
join  the  team  in  a  newly  open  position 
on  the  city  desk.  The  100,000-plus 
circulation  Register  -  a  Newhouse  news¬ 
paper  on  Alabama’s  beautiful  Gulf 
Coast  -  seeks  an  experienced,  hard¬ 
hitting  journalist  for  the  position. 
Responsibilities  include  story  devel¬ 
opment,  editing  of  daily  copy,  oversee¬ 
ing  enterprise  work,  and  staff  manage¬ 
ment/administrative  duties.  Candidates 
must  display  strong  word  editing  skills 
as  well  as  the  ability  to  lead  in-depth 
projects.  Send  resume,  clips  to: 

Dewey  English,  managing  editor 
RO.  Box  2488, 304  Government  St. 

Mobile,  AL  36652 


ASSISTANT  EDITORS 
Expansion  at  Orlando,  Florida-based 
GOLFWEEK,  the  leader  in  covering  all 
facets  of  competitive  golf  and  the  golf 
business,  calls  for  the  addition  of  three 
assistant  editors.  Candidates  must  be 
committed  to  accuracy  and  unclut¬ 
tered  writing;  demonstrate  versatility 
and  savvy  news  judgment;  and  have  a 
knack  for  cajoling  the  best  from 
reporters.  Fast-paced  positions  require 
at  least  3  years  daily  newspaper  expe¬ 
rience,  working  knowledge  of  golf,  and 
QuarkXPress  layout  skills.  Competitive 
salary  and  benefits;  EOE.  Send  cover 
letter  and  resume  to: 

Craig  Horan,  Managing  Editor 
GOLFWEEK 

7657  Commerce  Center  Drive 
Orlando,  FL32819 
Or  E-mail  choran@golfweek.com 


ASSISTANT  METRO  EDITOR 
The  Fresno  Bee,  Central  California’s 
leading  newspaper,  is  looking  for  an 
editor  to  manage,  lead  and  motivate  a 
talented  group  of  reporters.  The  Bee  is 
a  McClatchy  newspaper  with  a  tradi¬ 
tion  of  public  service  journalism. 
Fresno  is  a  great  news  town  near 
Yosemite  National  Park  in  the  heart  of 
the  San  Joaquin  Valley.  The  ideal  can¬ 
didate  will  have  management  experi¬ 
ence,  a  passion  for  news  and  plenty  of 
drive.  Good  news  judgment  and  edit¬ 
ing  skills  a  must.  Competitive  salary, 
growth  potential.  Send  cover  letter  and 
resume  to: 

The  Fresno  Bee 
Julie  Porter,  Human  Resources 
1 626  E  Street 
Fresno,  CA  93786 
resume@fresnobee.com 
An  Equal  Opportunity  Employer 


ASSISTANT  NEWS  EDITOR 
N.  Calif,  daily  seeks  editor  to  comb  wire, 
design  pages,  edit  local  stories.  Lodi 
News-Sentinel  is  17,000  circ.  tucked 
between  Sierra  and  Bay  Area.  Com¬ 
petitive  pay  and  salary.  Send  cover  let¬ 
ter  and  resume  to: 

Rich  Hanner,  M.E.,  Lodi  News-Sentinel 
125  N.  Church  St.,  Lodi,  CA 95240 
Or  E-mail  to  rich_hanner@lodinews.com 


EDITORIAL 


EDITORIAL 


ve 


IDWEST 


NewTimes 


New  Times  has  added  three  Midwestern 
cities  to  its  group  of  award-winning, 
magazine-style  newsweeklies.  Our 
papers  publish  hard-hitting  news  stories 
engaging  features  and  provocative 
music  and  arts  coverage  in  eleven 
cities  coast  to  coast.  - 


J  Now  we'd  like  to  increase  the  staffs  at 
^  our  newest  papers  in  St.  Louis,  Cleveland  and 

Kansas  City.  We  are  looking  for  writers  and 
editors  who  can  craft  compelling  narratives,  analyze 
complex  subjects jnd  put  a  city's  news  in  perspective. 

New  Times  offers  competitive  salaries  and  benefits, 


Interested  candidates  should  send  cover  letter,  resume  and  clips  to: 


Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970,  Denver,  CO  80217 


TO  LEARN  MORE  ABOUT  NEW  TIMES,  VISIT  OUR  WEBSITE  AT  WWW.NEWTIMES.COM 


www.edltorandpublishor.com 


C6 
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HELP  WANTED 


EDITORIAL 


THE  LEXINGTON  HERALD-LEADER 
a  Knight  Ridder  newspaper  in  the  heart 
of  Kentucky’s  Bluegrass  region,  seeks 
an  exceptional  journalist  to  write  public 
affairs  columns  for  its  Pulitzer  Prize  win¬ 
ning  editorial  page.  The  person  filling 
this  high  profile  position  will  be  a  member 
of  the  editorial  board  and  play  a  lead¬ 
ing  role  in  developing  editorial  policy. 
Degree,  five  years  experience  and  lots 
of  initiative  needed.  Send  cover  letter, 
writing  samples  and  resume  to: 

Vanessa  Gallman,  Editorial  Page  Editor 
Lexington  Herald-Leader 
too  Midland  Ave.,  Lexington,  KY 40508 
E-mail:  vgallman@herald-leader.com 
EOE  M/F 


THE  NORTHERN  VIRGINIA  DAILY 
The  most  honored  small  daily  newspa¬ 
per  in  Virginia,  has  an  opening  for  a 
bureau  chief.  The  6-day-a-week  inde¬ 
pendently  owned  newspaper  provides  a 
wonderful  opportunity  for  candidates 
with  a  strong  communication  back¬ 
ground  and  reporting  experience.  The 
bureau  chief  does  reporting  and  coor¬ 
dinates  with  the  other  bureau  reporters 
in  covering  town  and  county  news  in  the 
beautiful  Shenandoah  Valley.  For  re¬ 
porters  interested  in  a  more  manage¬ 
ment-oriented  position  without  abandon¬ 
ing  writing,  this  is  an  ideal  position. 
Resumes,  cover  letters,  and  any  exam¬ 
ples  of  work  should  be  mailed  to: 

Bob  Wooten,  Managing  Editor 
PO.  Box  69,  Strasburg,  VA  22657 
Or  E-mail:  nvd@shentel.net 

THE  SUN  HERALD  is  looking  for  an 
Assistant  Copydesk  Chief  and  De¬ 
signers.  You  can  work  for  one  of  the 
fastest  growing  newspapers  in  the  U.S., 
located  on  the  sunny  Gulf  coast  of  Flor¬ 
ida.  If  you  want  to  be  the  person  who 
steers  our  newspaper  into  the  next 
decade,  call  or  E-mail  John  Hackworth 
hackworth@sun-herald.com  (941)  255- 
8147  or  write  to  23170  Harbon/iew 
Road,  Charlotte  Harbor,  FL  33980. 


WE’VE  GOT  THE  San  Antonio  Spurs, 
Fiesta  and  the  Alamo.  What  we  don’t 
have  is  you!  MySanAntonio.com  the 
Web  site  of  the  San  Antonio  Express- 
News  and  KENS-TV,  has  an  opening 
for  a  skilled  online  news  editor  who 
has  a  hard-news  edge  and  who  isn’t 
afraid  of  breaking  news  and  night 
work.  Qualifications:  a  journalism 
degree;  experience  as  a  reporter/ 
editor;  knowledge  of  the  Web,  HTML 
and  Photoshop.  E-mail  resume  to: 

Linda  Ash  at  lash@mysanantonio.com 


WORK  IN  THE  beautiful  Shenandoah 
Valley  and  be  a  part  of  the  best  small 
daily  newspaper  in  Virginia.  The 
Northern  Virginia  Daily,  a  regional,  fam¬ 
ily-owned  newspaper  printed  six  days 
a  week,  is  hiring  a  page  designet/copy 
editor  Design  staff  rotates  local, 
national  and  feature  pages.  Designers 
also  interested  in  editing  will  be  cross- 
trained  as  copy  editors.  Apply  to: 

Bob  Wooten,  Managing  Editor 
Northern  Virginia  Daily 
PO.  Box  69,  Strasburg,  VA  22657 
nvd@shentel.net 


EDITORIAL 


REPORTERS  needed  for  weekly  enter¬ 
tainment  business  publication.  One 
will  work  in  Nashville-based  home 
office;  another  will  work  in  two-person 
L.A.  bureau  responsible  for  West 
Coast/Far  East  territory.  Each  must 
have  strong  journalism  background, 
preferably  with  business  reporting 
experience,  and  the  ability  to  move 
deeply  into  analysis  of  developments 
within  the  entertainment  industry.  Will 
examine  trends,  markets  and  people 
who  shape  the  industry.  Extensive 
travel  required  for  each  position.  Send 
resume,  clips  and  cover  letter  to: 

David  Dykes,  Editor 
Amusement  Business 
49  Music  Square  West 
Nashville,  TN  37203 


REPORTER 

The  Billings  Gazette  seeks  a  reporter 
to  cover  urban  issues,  late-breaking 
local  news  and  night  meetings,  update 
stories,  make  telephone  checks  for 
news  throughout  the  region,  handle 
routine  night  shift  duties,  assist  other 
reporters  and  night  city  editor  as 
directed.  Must  have  the  ability  to 
understand,  analyze  and  report  on  the 
issues  that  affect  our  readers.  Must 
have  a  working  knowledge  of  gov¬ 
ernment  agencies  and  institutions. 
Degree  in  journalism  or  related  field; 
excellent  spelling  and  grammar  skills. 
Must  be  able  to  write  clearly  and  con¬ 
cisely,  translating  facts  into  readable 
copy.  Ability  to  write  hard  news, 
features,  and  in-depth  articles.  Mail 
resume,  non-returnable  clips  and 
cover  letter  to: 

Human  Resources-GAR,  Billings  Gazette 
PO.  Box  36300,  Billings,  MT59107 
Or  bghr@billingsgazette.com 
Applications  deadline  4/22/00  EOE 


REPORTER 

The  Daily  Gazette,  a  60,000-circulation, 
family-owned  daily  in  New  York’s  Capi¬ 
tal  Region,  is  looking  for  experienced 
reporters.  Candidates  should  demonstrate 
that  they  can  report  aggressively,  write 
clearly  and  understand  community  news. 
Send  resume  and  work  samples  to: 
Thomas  Woodman,  Managing  Editor 
The  Daily  Gazette 
2345  Maxon  Road  Ext. 
Schenectady,  NY  1 2308 


ONLINE  MAGAZINE 
hiring  reporters  on  a  wide  range  of  life¬ 
style  and  health  topics.  Work  with  news¬ 
paper-experienced  staff  on  enterprise 
and  trend  stories.  Required:  News  expe¬ 
rience;  Web  savvy;  engaging,  lucid 
style;  must  relocate  to  Delaware.  Health 
writing  experience  preferred. 

Respond  to  dale@epotec.com 


REPORTER 

Wanting  energetic  reporter  for  full-time 
city-government  beat  in  college  city 
between  saltwater  and  mountains  Seat¬ 
tle  and  Vancouver,  B.C.  Gannett  daily, 
28,000  circulation.  Must  have  daily 
reporting  experience.  Send  cover  letter, 
clips,  resume  to: 

Leo  Mullen,  The  Bellingham  Herald 
1 1 55  N.  State  St.,  Bellingham,  WA  98225 
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ENTERTAINMENT  EDITOR 
for  regional  music  paper.  Strong  arts 
writing  with  editing  and  layout  skills.  $26K 
salary.Writing  samples: 

Good  Times 

PO.  Box  33,  Westbury,  NY  1 1 590 


EDITORIAL 


WIRE  EDITOR  AND 
SPORTS  EDITOR/REPORTER 
for  growing  Montana  daily.  Creativity  and 
versatility  key  for  bothjobs. 


EDITORIAL 


Email:  newsed@dailyinterlake.com 


EDITORIAL 


TheStreet.com 

the  Web’s  leading  flnaneial  news  site  is  looking  to  fill 
several  key  positions  in  its  expanding  newsroom.  ,We 
want  experienced  editors  and  designers  who  are  familiar 
with  and  intrigued  by  the  financial  markets. 

The  positions  include: 


COPY  CHIEF 

Expcriencctl  Cop\’  Chief  who  can  manage  our  pr<Kluction  flow,  help  our 
20-plu.s  copy  editors  and  designers  grow  and  oversee  the  creation  of  a 
high-impact  Web  site  every  day.  This  person  will  edit  and  slot  financial 
news,  traffic  stories,  .schedule  and  manage  copy  editors,  help  expanil 
TSC's  stylebook,  and  work  a  flexible  schedule  that  will  include  some 
nights  and  weekends.  Qualificatitrns  include  a  Bachelor's  degree  in  liberal 
arts,  five-plus  years  of  copy  etiiting  experience,  ability  to  work  indepjen- 
dently  under  deatlline  pressure,  passion  for  language,  excellent  news  judg¬ 
ment,  detail  oriented  and  a  flair  ftir  headlines  and  managing  people.  Prior 
management  experience  and  work  experience  in  finance  or  business  and 
knowledge  of  HT.MI.  or  other  online  programs  are  preferred. 

NEWS  PRODUCER 

News  Producer  to  coordinate  publication  of  stories  using  graphics  and 
Web-ba.sed  multimedia.  Responsibilities  include  working  with  editors, 
reporters  and  designers  to  shai^e  ideas  intt)  infographics  and  determining 
how  ttr  present  stories  on  the  Web.  The  prtxlucer  will  ctiordinate  graphics 
creation  by  our  designers  and  prtxluction  as.sociates,  working  under  tight 
deadlines.  The  ideal  candidate  is  a  motivated  and  organized  individual 
with  experience  in  Web  design  anti  news.  Candidates  should  have  experi¬ 
ence  leading  a  team,  be  calm  under  pre.ssure,  and  think  creatively  afxiut 
sttiry  presentation  using  the  Wth.  News  experience  is  e.s,sential;  financial 
news  experience  is  a  big  plus.  Knowledge  of  HTML  and  Photoshop  is 
expected;  Deltagraph,  Illustrator,  HomeSite,  Flash,  audio  and  video  are 
major  plu.ses. 

NEWS  DESIGNER 

News  Designer  to  help  produce  graphics  and  multimedia  elements  for 
news  stories.  Responsibilities  include  working  with  editors  and  reporters 
to  shape  ideas  into  graphics  and  determining  ht>w  to  illustrate  news 
stories  visually.  This  person  will  create  editorial  tiles  and  banners  and 
other  promotional  elements,  illustrate  stories  with  original  art;  and  a.ssi.st 
with  photo  .selection  and  editing.  He/she  aLso  will  help  design  new 
editorial  areas  of  the  site.  Candidates  should  have  experience  prtxlucing 
illustrations,  infographics  and  other  visual  elements  in  a  news  .setting. 
They  al.so  should  be  comfortable  juggling  multiple  tasks  under  constant 
tleatlline.  News  experience  is  es.sential;  financial  news  experience  is  a  plus. 
Knowledge  of  HTML  and  Photoshtrp  is  expected;  Deltagraph,  Illustrator, 
HomeSite,  Flash,  audit)  and  vitlet)  are  major  plu.ses. 

EDITORIAL  PRODUCTION  ASSOCIATE 

Production  A.ss(K'iate  fior  our  editorial  department.  This  person  will  a.ssi.st 
designers  and  news  prtxlucers  in  creating  tables,  charts  and  infographics 
to  illustrate  stories;  will  create  and  maintain  static  HTML  pages  for  the 
site;  and  will  help  maintain  our  company  intranet.  He/she  also  will  a.ssi.st 
the  newsroom  with  .some  publishing  support  Lssues.  Candidates  should 
have  a  Bachelor's  degree,  advanced  HT.ML  skills  (preferably  using 
HomeSite)  and  familiarity  with  Phottishtip  and  general  Web  prtxluction 
issues.  The  ideal  cantlidate  is  a  cjuick  learner  and  conscientious  coder  with 
the  ability  to  functitm  well  under  deadline  pressure.  Knowledge  of  XML 
and/or  financial  news  a  plus. 

Please  send  your  resume,  cover  letter  and  salary  require¬ 
ments  indicating  job  title  in  the  subject  line  to: 


Kim  Narisetti 

Senior  Editor  —  Editorial  Production 
knarisetti(?t  thestreet.com 
Or  fax  to  (212)  32 1-5003 
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EDITOR/REPORTER 
Simba  Information,  a  Fairfield  County, 
CT-based  unit  of  PRIMEDIA  Inc.,  seeks 
two  bright,  motivated  individuals  for 
editor/reporter  positions  working  on 
business  newsletters  covering  the 
online  and  publishing  industries.  Can¬ 
didates  must  have  2-4  years  of  journal¬ 
ism  experience  (preferably  with  a 
newspaper  or  wire  service),  including 
the  ability  to  cultivate  sources  and 
write  compelling  business  market 
analysis  stories;  exceptional  attention 
to  detail:  the  ability  to  multi-task;  and 
some  management  experience.  Expe¬ 
rience  with  MS  Word,  Excel  a  -)-  tor 
both  positions.  We  offer  excellent 
salaries,  full  benefits  including  401  (k), 
a  casual,  pleasant  work  environment 
and  opportunities  for  professional 
development  and  career  advance¬ 
ment.  Please  send,  fax  or  E-mail  cover 
letter,  resume  &  clips  to: 

Simba  Information,  Attn  LK 
RO.  Box  4234,  Stamford,  CT  06907 
Or  Fax:  (203)  358-5827 
jobs@simbanet.com 


ASSOCIATE  EDITOR  -  Experienced 
reporter  needed  for  key  leadership 
position.  Manage  small  staff  of 
reporters  while  covering  important  city 
hall  beat  in  resort  town  on  Lake 
Michigan.  Send  resume  and  cover  let¬ 
ter  and  samples  of  work  to: 

Brian  Abbott,  Editor 
Manistee  News  Advocate 
75  W.  Maple  Street 
Manistee,  Ml  49660 


EDITORIAL 


EDITORIAL 


EDITORIAL  PAGE  EDITOR 
The  Daily  News-Record,  a  32,500  six- 
day  daily,  seeks  a  dynamic  leader  for 
our  editorial  page. 

We  are  located  in  the  heart  of  the 
Shenandoah  Valley  of  Virginia,  and  we 
serve  a  market  with  a  city/county  pop¬ 
ulation  of  100,000  with  four  colleges. 
The  ideal  candidate  will  have: 

•  A  broad  knowledge  of  current  events, 
including  state  and  national  politics 

•  A  wide  range  of  experience 

•  The  desire  to  maintain  the  con¬ 
servative  tenets  of  the  newspaper's 
editorial  page 

Interested  candidates  should  apply  to: 

Editor  and  General  Manager 
Daily  News-Record 
RO.  Box  193,  Harrisonburg,  VA  22801 


EDITOR 

Local  daily/Sunday  Suburban  Philadel¬ 
phia  newspaper  is  seeking  an  Editor  to 
oversee  its  newsroom  operations.  Can¬ 
didate  must  have  extensive  editing  ex¬ 
perience.  Position  requires  the  lead¬ 
ership  qualities  to  direct  personnel  and 
produce  a  quality  product  on  deadline. 
Salary  commensurate  with  experience. 
Excellent  benefits  package  including 
401  (k)  plan,  health  benefits  and  oppor¬ 
tunity  for  advancement  within  a  quality 
organization.  Send  resume  to: 

William  T.  Murray,  Publisher 
The  Times  Herald 
41  OMarkley  Street 
Norristown,  PA  19401 
Or  Fax  (610)  272-1935 
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EDITOR 

You  are  detail  oriented,  very  organized 
and  will  work  well  independently.  You 
are  looking  to  continue  your  career  with 
a  company  that  offers  growth  opportu¬ 
nities. 

This  position  requires  writing,  interview¬ 
ing,  and  strong  editing  and  proofreading 
skills.  Duties  include  managing  editorial 
for  several  magazines,  researching  and 
writing  articles,  project  management, 
client  contact,  and  working  with  staff  in  a 
team  environment. 

Requirements:  Bachelor’s  degree  in 
English,  Journalism,  or  Communica¬ 
tions.  One  to  three  years  experience  in 
newspaper  or  magazine.  Must  be  profi¬ 
cient  in  Microsoft  Word  and  QuarkX¬ 
Press  for  the  Macintosh. 

Who  are  we?  We're  McMurry  Publishing, 
Inc.,  the  largest  magazine  publisher  in 
the  Southwest  and  acknowledged 
leader  in  syndicated  healthcare  pub¬ 
lications  nationwide. 

Open  book  management,  quality  al¬ 
ways,  and  raving  customer  service  are 
our  hallmarks.  Fiscal  strength  is  our 
reality.  In  fact,  we’ve  never  borrowed  a 
penny  for  our  operations.  Better  yet,  we 
pay  our  vendors  in  seven  days  flat, 
always  and  our  staff  has  shared  in  our 
profits  nine  years  in  a  row. 

Please  send  your  resume  with  samples  to: 

Tremendous  People  Department 
McMurry  Publishing,  Inc. 

1010  E.  Missouri  Ave.,  Phoenix,  AZ  8501 4 
Or  fax  to  (602)  532-081 7 
Or  E-mail  to  resumes@mcpub.com 
No  phone  calls,  please 
Resumes  without  samples  will  not  be 
considered 
EOE 
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EDITOR 

Magazine  Publishing 
Kalmbach  Publishing  Co.,  is  seeking 
an  associate  editor  for  Bead  &  Button 
the  #1  how-to  beading  magazine. 
Candidates  must  have  a  degree  in 
English,  Journalism,  or  Liberal  Arts;  at 
least  2  years  writing  and  editing  expe¬ 
rience;  word  processing  proficiency; 
and  hands-on  crafting  experience.  An 
interest  in  or  familiarity  with  beading 
techniques  is  preferred.  Macintosh  ex¬ 
perience  a  plus.  Some  travel  required. 
Our  corporate  office  is  conveniently 
located  of  1-94  and  Highway  18  in 
Brookfield.  We  offer  an  excellent  bene¬ 
fits  package  that  includes  401  (k)/profit 
sharing  and  relocation  assistance.  In¬ 
terested  candidates  should  send  a  co¬ 
ver  letter  (including  your  E-mail  add¬ 
ress  if  available)  and  resume  detailing 
experience.  Salary  requirements  must 
be  included  for  consideration: 

Kalmbach  Publishing  Co., 

Attn:  Human  Resources 
BBM-3  21 027  Crossroads  Circle 
RO.  Box  1612 
Waukesha,  Wl  53187-1612 
Fax:  (262)  796-0739 
E-mail:  hr@kalmbach.com 
EOE 


EUROPEAN  AND  PACIFIC 
STARS  AND  STRIPES 
Pentagon  Bureau  Reporter 
Are  you  looking  for  a  job  that  will  take 
your  resume  up  a  notch?  Would  you  like 
to  write  for  a  daily  newspaper  delivered 
around  the  world?  If  so,  we’re  looking 
for  you!  European  and  Pacific  Stars  and 
Stripes,  the  daily  independent  newspa¬ 
per  for  the  military  servicemembers 
overseas,  is  searching  for  a  reporter  to 
round  out  its  Pentagon  Bureau.  Appli¬ 
cants  must  possess  superior  written  and 
Oral  skills,  have  a  nose  for  news,  love 
the  thrill  of  the  breaking  story,  make  the 
good  story  great  and  be  an  aggressive 
self-starter.  An  understanding  of  the  mil¬ 
itary  is  also  helpful  but  not  necessary. 
Photography  skills  are  also  helpful. 
Passion  for  breaking  news  and  owning 
a  beat  is  a  must!  Salary  range  is 
$35,000  to  $45,000.  Please  send  a 
resume  and  cover  letter  to: 

NAF  Personnel  Office 
Building  1 1 ,  Room  2-106  WRAMC 
Washington,  DC  20307-5001 
Fax:  (202)  782-0547 
or  E-mail;  jobs@stripes.osd.mil 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 


MUSIC  EDITOR 

New  Times  is  searching  for  a  music 
editor  at  its  award-winning  weekly  news¬ 
paper  in  Miami.  This  position  entails  plan¬ 
ning  and  editing  a  weekly  music  section, 
writing  feature  stories  and  a  weekly  col¬ 
umn,  and  hiring  freelance  reviewers. 
Qualified  candidates  will  have  strong  writ¬ 
ing  and  organizational  skills  as  well  as  a 
passion  for— and  critical  eye  toward— DJ/ 
dance  and  hip-hop.  Send  a  cover  letter, 
resume  and  five  best  clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970,  Denver,  CO  8021 7 
andy.vandevoorde@westword.com 


MANAGING  EDITOR 
Award  winning  twice  monthly  Business 
Journal  In  Greenville,  SC  is  seeking  a 
managing  editor  to  take  us  to  the  next 
level.  Top  executive  position  requires 
management  experience.  Join  a  pro¬ 
fessional  team  driven  toward  perfec¬ 
tion  and  the  enjoyment  of  true  journal¬ 
ism.  Here  is  your  chance  to  build  a 
newspaper  the  way  it  ought  to  be.  Full 
benehts.  Incredible  community  and 
growth  potential.  Send  resume,  partic¬ 
ulars  and  salary  requirements  to: 

Editor  Search,  GSABUSINESS  Journal 
1 205-B  East  Washington  Street 
Greenville,  SC  29609 


MAKE  UR  DERARTMENT 
Naples,  FL 

Work  in  a  tropical  paradise!  The 
Naples  Daily  News  has  an  opening  for 
a  layout  specialist  to  administer  Layout 
8000  Dummying  system.  EOE/Drug  Free 
Call  Bob  Smith  at  (941 )  263-4744 
Or  fax  resume  to  (941 )  263-4708 
Naples  Daily  News 

1075  Central  Avenue,  Naples,  FL34102 


Egtoan  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news 
and  entertainment  weekly  in  Ft.  Lauderdale. 

Tnis  position  requires  a  solid  background 
in  news  and  superior  management  ability. 

The  managing  editor  works  directly  with 
writers  to  help  shape  local  news  coverage 
and  to  edit  magazine-length  feature  stories. 

The  managing  editor  also  supervises  the 
day-to-day  operations  of  the  editorial 
department.  Fine  writing  and  editing 
skills  are  a  must;  the  interview  process 
includes  a  test. 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to:  _ 

Christine  Brennan  JJjf 

Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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GENERAL  ASSIGNMENT  REPORTERS 
Our  suburban-Chicago  daily  newspa¬ 
per  needs  reporters  for  an  upcoming 
expansion  effort.  This  talented  team 
recently  won  Illinois’  best  mid-sized 
daily  award.  To  join  us,  send  a  cover  let¬ 
ter,  resume  and  5  work  samples  to: 

Mike  Chapin,  managing  editor 
The  Beacon  News 
101  S.  River  St.,  Aurora,  IL  60506 


HOME  AND  GARDEN  WRITER 
Orange  County  Register 
The  Register  has  an  opening  for  a 
home/garden  writer.  Candidates  should 
have  experience  writing  in  this  topic 
area,  along  with  an  interest  and  ability  to 
help  manage  and  edit  the  weekly  HG 
section.  Duties  include  writing  a  weekly 
column  and  a  feature  story,  along  with 
helping  out  with  wire  selection  and  edit¬ 
ing.  Send  resume,  clips  to: 

Robin  Doussard,  Deputy  Editor 
The  Register,  625  N.  Grand  Ave. 

Santa  Ana,  CA  92701 


HOUSEHUNTING... 

...  isn’t  all  we  do.  The  San  Diego  Union- 
Tribune’s  Sunday  Homes  section  prides 
itself  on  innovative  approaches  to  cover¬ 
ing  a  rapidly  growing  and  endlessly 
fascinating  region.  Twice  in  the  past 
three  years  we’ve  been  judged  as  best 
in  the  country  by  the  National  Associa¬ 
tion  of  Real  Estate  Editors.  Now  we’re 
looking  for  a  talented  and  experienced 
reporter  who  can  make  us  even  better. 
You  don’t  need  a  background  in  real 
estate.  But  you  must  be  someone  who 
can  uncover  news  and  put  it  in  context; 
spot  trends;  and  write  lifestyle  stories, 
whether  they  be  about  rising  mortgage 
rates  or  diverse  communities. 

You  also  need  to  feel  comfortable  join¬ 
ing  a  close-knit  group  of  reporters  and 
editors  who  work  as  a  team  in  a 
metropolitan  region  stretching  from 
Tijuana,  Mexico,  to  the  outskirts  of  Los 
Angeles.  By  May  15,  please  send  a 
cover  letter,  resume  and  five  clips 
demonstrating  the  range  of  your  writing 
over  the  past  three  years.  Mail  to; 

Carl  Larsen,  Homes  Editor 
The  San  Diego  Union-Tribune 
RO.  Box  1 201 91 ,  San  Diego,  CA  921 1 2 


FOOD  WRITER 

The  Defense  Commissary  Agency  is 
seeking  a  food  writer  to  work  on  our 
web  team.  We  require  one  year  of 
experience  writing  consumer-oriented 
articles  on  food  and  other  supermarket 
products.  We  offer  full  benefits  and  a 
salary  of  $34,841  to  $50,524.  For  more 
information  call  (804)  734-8134. 

We  are  an  Equal  Opportunity  Employer. 


NON-PROFIT  health  care  association 
seeks  senior  level  writer/editor  to 
manage  quarterly  patient-oriented 
magazine  and  newsletter  for  medical 
profession.  Requires  at  least  five  years 
of  publication  experience.  Desktop 
publishing  skills  a  plus.  Send  resume, 
writing  samples  to  Editor  Position: 

RO.  Box  220398 
Charlotte,  NC  28210 


_ EDITORIAL _ 

LOS  ANGELES  TIMES 
WRITER/COPYEDITOR 
Special  Sections 

The  Los  Angeles  Times  has  an  exciting 
opportunity  for  a  Writer/Copy  Editor  in 
the  Special  Sections  area  of  the 
Advertising  Department. 

The  writer/copy  editor  will  be  responsi¬ 
ble  for  editing  and  writing  stories  for 
publication  in  advertising  supplements 
and  for  designing  sections  on  the 
department’s  pagination  system. 

Will  also  work  with  the  sales  staff, 
advertisers  and  freelancers  in  coor¬ 
dinating  photos,  artwork  and  stories 
for  sections.  The  ideal  candidate  will 
be  a  strong  copy  editor  with  pagina¬ 
tion  experience. 

The  successful  candidate  will  have: 

•  Two  to  three  years  of  copy  editing 
for  a  daily  newspaper 

•  Strong  editing  and  writing  skills 

•  An  eye  for  page  design 

•  Experience  with  news  editing  and 
pagination  computer  systems 

•  A  collaborative  outlook 

•  Practiced  team  player  skills 

The  Los  Angeles  Times  offers  a  com¬ 
petitive  compensation  and  benefits 
package.  Qualified  candidates  should 
send  a  resume  with  salary  history, 
indicate  position  #200011,  to  Los 
Angeles  Times,  Employment  Office, 
Times  Mirror  Square  Los  Angeles,  CA 
90053.  You  may  also  fax  to  (213)  237- 
4962  or  send  via  the  Internet  to: 
jobs@latimes.com 


REPORTER 

Start-up  daily  in  New  Hampshire  seeks 
energetic  general  assignment  reporter. 
Daily  experience  preferred  but  more 
important  is  the  drive  and  skill  to  lead 
the  front  page  every  day  with  local 
stories.  Must  be  able  to  cover  city  hall, 
courts  and  cops  and  handle  breaking 
news  on  deadline.  Must  be  enterpris¬ 
ing,  able  to  dig  up  stories  when  beats 
are  quiet.  This  is  a  competitive  market. 
Pay  commensurate  with  aggressive¬ 
ness,  initiative  and  writing  skill.  E-mail 
letter,  resume,  writing  samples  to: 
eengler@alumni.utexas.net 


REPORTERS 

We’re  looking  for  a  few  good  reporters. 
Two  years  experience  preferred,  but  pro¬ 
mising  J-School  grads  considered. 
Readiness  is  all.  We  want  a  City  Hall 
reporter,  who  knows  a  city  is  more  than 
meeting  votes.  We  are  a  mid-sized  com¬ 
munity  paper  that  needs  an  all-around 
reporter  who  finds  life  in  towns,  big  and 
small.  We  require  professionalism.  In 
return,  we  offer  a  paper  where  growth- 
oriented  reporters  win  state  and  national 
awards,  in  a  Southern  California  region 
close  to  mountains  and  desert  attrac¬ 
tions,  an  hour  from  beaches  and  Los 
Angeles.  Competitive  salaries.  Great 
benefits  at  Los  Angeles  County’s  last 
independent  family  daily.  Please  send 
your  resume  &  clips  to: 

Kelly  Hutson,  Human  Resources 
Antelope  Valley  Press 
RO.  Box  4050,  Palmdale  CA,  93590-4050 


EDITORIAL 


ME  WITH  THE  RIGHT  STUFF 
Are  you  able  to  inspire  a  newsroom? 
Do  you  have  a  hard  news  edge?  Do 
you  have  the  ability  to  turn  your 
personal  energy  into  high-energy 
headlines?  Do  you  have  the  strength 
to  carry  the  torch  for  a  paper  that  has 
redesigned  and  redefined  itself?  Do 
you  have  the  courage  to  compete  in  a 
tough  market?  Are  you  interested? 

We  need  a  managing  editor  who  is 
passionate  about  news  and  about 
readers.  We  want  someone  who  can 
bring  out  the  ABSOLUTE  BEST  in  our 
journalists  -  journalists  who  are 
determined  to  make  the  newspaper 
the  first  and  best  source  of  news. 

We  are  the  award  winning  Tribune,  a 
1 00,000 -t-  daily  serving  suburban 
Phoenix,  Arizona.  We  offer  a  com¬ 
petitive  salary,  excellent  benefits,  and 
the  chance  to  advance  within  a  multi¬ 
billion  dollar  corporation  -  plus  the 
opportunity  to  live  where  the  sun 
shines  360  days  per  year  and  outdoor 
activities  are  abundant.  If  you  think  you 
fit  our  description  and  have  at  least  7 
years  newsroom/management  experi¬ 
ence,  send  your  portfolio  to: 

The  Tribune,  Editor  Jim  Ripley. 

1 20  W.  First  Ave.,  Mesa,  AZ  8521 0 


SPORTS  EDITOR  sought  for  mid-sized 
vibrant  Western  Pennsylvania  daily 
with  talented  staff.  Ideal  candidate  will 
have  management  and  organizational 
skills  and  a  keen  ability  to  develop 
local  content,  make  up  pages  and  edit 
copy.  Resume  and  clips  to: 

Box  01228,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 


EDITORIAL 


METRO  EDITOR 

If  you  love  working  with  reporters  and 
would  like  to  do  so  at  cin  award-winning, 
growing  newspaper  with  ocean  views,  con¬ 
sider  a  career  at  the  Cape  Cod  Times. 

We’re  a  medium-sized  daily  in  search 
of  a  metro  editor  to  supervise  staff  of  16 
reporters  and  two  assistant  editors.  The 
person  we  hire  will  be  able  to  pass  on 
their  own  enthusiasm  for  telling  good 
stories  in  a  way  that  motivates  and 
inspires  a  varied  staff  of  reporters,  from 
rookies  to  veterans.  The  metro  editor 
should  be  a  believer  in  front-end  edit¬ 
ing.  He  or  she  should  want  to  be 
involved  from  early  brainstorming 
sessions  through  to  suggestions  on 
info-graphics  and  photographs. 

The  Metro  Editor’s  goal  should  be 
more  than  seeing  to  it  that  the  day’s 
news  is  covered:  It  should  be  to  raise 
the  quality  of  story-telling  and  to  make 
the  paper  relevant  to  readers  each  day. 
We  are  located  on  one  of  the  East 
Coast’s  premier  vacation  destinations, 
rich  in  history  and  home  to  many  artist, 
CEOs,  authors,  naturalists  and  celeb¬ 
rities.  We’re  60  miles  from  Boston  and 
a  short  boat  ride  to  Martha’s  Vineyard 
or  Nantucket.  Our  year-round  popula¬ 
tion  of  225,000  swells  to  more  than 
500,000  in  the  summer.  Many  of  our 
staffers  have  made  the  move  here  for  a 
superior  quality  of  life. 

Send  letter,  resume,  salary  history, 
work  samples  and  copy  of  current 
newspaper  to: 

Alicia  Blaisdell-Bannon 
Managing  Editor/Content 
The  Cape  Cod  Times 
31 9  Main  Street,  Hyannis,  MA  02601 


EDITORIAL 


EDITORIAL 


SIgtoa  San  Francisco 

managing  editor 

and  an  associate  editor  for  its  news  and 
entertainment  weekly  in  San  Francisco.  We  want 
editors  who  have  a  fine  touch  with  copy,  a  firm 
grasp  of  the  magazine  style,  and  the 
self-confidence  needed  to  work  comfortably  with 
a  staff  of  writers  who  routinely  win  major  national 
journalism  awards.  The  managing  editor  position 
requires  a  strong  background  in  news  and 
superior  management  ability;  associate  editor 
candidates  should  have  solid  experience  with 
arts/features.  Qualified  applicants  will  have  the 
demonstrated  ability  to  deal  with  lengthy  news 
and  feature  articles,  and  the  desire  to  edit  and 
write  to  the  highest  standards. 

Applicants  should  send  a  short,  arresting  cover 
letter,  a  one-page  resume,  and  a  representative 
set  of  writing  and  editing  clips  to: 

John  Mecklin 

Editor  ^ 

SF  Weekly 

185  Berry,  Lobby  4,  Suite  3800 
San  Francisco,  CA  94107 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


MANAGING  EDITOR  FOR 
JUNEAU  EMPIRE 

If  you’ve  always  dreamed  of  living  in 
Alaska  and  overseeing  one  of  the  best 
newsrooms  in  the  country,  here’s  your 
chance.  The  Juneau  Empire  needs  a 
managing  editor  to  run  its  15-person 
team  of  dedicated  reporters  and  editors 
covering  Alaska’s  capital  city. 

The  Empire  focuses  on  local  news,  but 
as  the  capital,  many  of  our  stories  have 
state-wide  impact  and  range  from  gov¬ 
ernment,  tourism,  mining,  timber,  fishing 
to  Native  issues. 

Juneau  is  one  of  the  prettiest  places  in 
America  with  a  population  of  about 
30,000.  Fishing,  hiking,  skiing  and  other 
sports  are  in  abundance. 

We  want  someone  who  can  make  a 
story  sing;  who  prints  the  news  without 
“fear  or  favor”:  hard-hitting  yet  the 
ultimate  diplomat;  able  to  handle 
themselves  before  a  large  Rotary  Club 
or  a  single  reader;  someone  who 
doesn’t  settle  for  the  status  quo. 

This  is  a  hands-on  position  overseeing 
budgets,  editing,  layout  and  working 
with  reporters.  You  also  are  the  primary 
editorial  writer,  and  you  need  to  write  con¬ 
cise  and  well  thought  out  pieces  that 
make  people  think. 

We  are  an  afternoon  newspaper  Monday 
through  Friday,  with  a  Sunday  morning 
edition.  Daily  circulation  is  about  7,000 
with  Sunday  about  8,000  and  penetra¬ 
tion  is  above  70  percent. 

If  this  job  has  your  name  written  all  over 
it,  please  send  resumes  to: 

John  Winters,  Publisher,  Juneau  Empire 

3100  Channel  Dr.,  Juneau,  Alaska,  99801 
E-mail  jwinters@alaska.net 


PUBLISHER  OF  gay  and  lesbian  maga¬ 
zines  seeks  Copy  Editor  to  write  and  edit 
articles,  pitch  story  ideas,  assign  stories 
to  writers,  cut  stories  to  fit,  and  review 
1st  drafts.  Requires  3  years  copyediting 
experience.  Strong  MAC  skills  are  essen¬ 
tial.  Send  resume  to  HR  Dir: 

RO  Box  4371,  Los  Angeles,  CA  90028 
Or  via  E-mail  jobs@libpubinc.com 
Fax  (323)  957-0643 


EDITORIAL 


NEWS  MANAGERS 

Knight  Ridder  daily  in  sunny  South 
seeks  high-energy,  customer-focused 
leaders  to  help  plan  and  direct  our  daily 
news  report.  Three  great  career  oppor¬ 
tunities  on  our  management  team  - 
metro  editor,  assistant  metro  editor  and 
Houston  &  Peach  bureau  chief. 

We’re  a  75,000-daily,  95,000-Sunday, 
80-person  newsroom  with  bureaus  in 
Atlanta,  Dublin  and  Milledgeville. 
Growth  market  with  easy  access  to 
Atlanta  and  Georgia’s  Golden  Isles. 
Jobs  require  minimum  of  five  years 
progressive  newsroom  experience,  with 
three  years  as  reporter.  Good  at  re¬ 
cognizing  and  developing  talent.  Solid 
news  judgment  and  organizational  and 
time-management  skills  a  must. 

If  you  want  to  be  part  of  this  winning 
team,  send  cover  letter  summarizing 
background,  interests  and  newsroom 
management  philosophy,  along  with 
resume  and  work  samples  to: 

Brian  Melton,  Managing  Editor 
The  Macon  Telegraph 
120  Broadway,  RO.  Box  41 67 
Macon,  GA31208 


ONLINE  DAILY  mutual  fund  publication 
in  New  York  City  seeks  energetic  re¬ 
porter  with  high  professional  standards. 
At  least  a  year  or  two  of  experience  pre¬ 
ferred.  Background  covering  the  mutual 
fund  business  or  financial  services  is  a 
plus.  Send  resume  and  clips  to: 

Stephen  Garmhausen,  Executive  Editor 
lgnites.com 
21 1  East  43rd  Street 
NewYork,  NY  10017 
Or  E-mail:  sgarmhausen@ignites.com 
No  freelancers  please 

REPORTER 

San  Diego’s  only  daily  business  paper 
seeks  full-time  reporter.  Cover  finance, 
technology,  real  estate.  Develop 
sources,  story  ideas  cover  several 
beats.  Journalism  experience  a  must, 
daily  paper  a  plus.  Resumes  may  be 
faxed  or  E-mailed  to: 

hr@sddt.com 
Fax  (619)  239-5716 


EDITORIAL 


PAGE  DESIGNERS 

We’re  looking  for  designers  of  all  levels 
for  current  and  future  opportunities.  We 
have  a  new  design  desk,  a  new  pagina¬ 
tion  system  (CCI)  and  are  about  to  re¬ 
design  for  a  50“  web.  A  new  salary 
structure  lets  us  pay  better  than  ever. 
And  San  Antonio  is  a  gem  of  a  city  - 
work  just  two  blocks  from  the  Alamo 
and  Riverwalk!  Applicants  should  send 
work  samples  to: 

San  Antonio  Express-News 
Attn:  Dean  Lockwood 
Ave  E.  and  Third  Street.  San  Antonio,  TX  78297 


REPORTER.  The  Gallup  Independent,  a 
16.000-circulation  daily  newspaper  in 
beautiful  desert  lands  in  western  New 
Mexico,  seeks  reporter  for  nearby 
Grants.  Recent  grads  will  be  considered 
but  prefer  some  experience.  Reporter 
will  cover,  among  other  things,  the 
nearby  Acoma  and  Laguna  pueblos. 
Send  resume,  3  clips,  2  references  to: 

Managing  Editor,  Gallup  Independent 
RO.  Box  1 21 0,  Gallup,  NM  87305 
Or  fax  (505)  722-5750 
Or  E-mail  gallind@cia-g.com 

REPORTER 

American  Medical  News  AMNews  is 
seeking  an  experienced  individual  to 
report  and  write  news  and  feature  arti¬ 
cles  on  physician-related  issues  and 
topics. 

Requirements  include  a  Bachelor’s  de¬ 
gree,  preferably  in  journalism,  strong 
writing  and  interviewing  skills,  and  the 
ability  to  work  under  deadline  pre¬ 
ssure.  At  least  3  years  experience  as  a 
full-time  writer/reporter  is  essential. 
Previous  experience  covering  health 
care  or  business  is  desirable. 

Please  send  resume  including  salary 
requirements  to: 

AMA,  Div.  of  Placement,  Attn:  GMM#1 13 
515  N.  State  St.,  Chicago,  IL  60610 
Fax:  312-464-5871 

E-mail:  gabriel_maldonado@ama-assn.org 
EOE 


REPORTER 

Experienced  news  reporter  needed  for 
NY  office  of  26-year-old  biweekly  news¬ 
paper  covering  institutional  investing. 
Daily  newspaper  and/or  business  news 
experience  preferred;  knowledge  of 
finance  and  investing  desirable.  Send 
cover  letter,  resume  and  two  clips  to: 
Karen  Karier,  Crain  Communications  Inc 
Pensions  &  Investments 
740  North  Rush  Street,  Chicago,  IL  6061 1 
No  phone  calls,  please  EOE  M/V/D/F 


REPORTER 

For  Idaho’s  largest  award-winning 
weekly  newspaper  in  Sun  Valley,  ID 
resort  area.  Looking  for  bright  writer, 
tenacious  researcher,  self-starter,  who 
can  execute  well-researched  general 
interest  stories  and  accurate  business 
stories.  Must  enjoy  mountain  living.  B.A. 
plus  3  years  newspaper  experience.  Com¬ 
petitive  compensation  and  benefits. 
Send  resume  and  3  best  clips  to: 

Editor,  Idaho  Mountain  Express 
RO.  Box  1013,  Ketchum,  ID  83340 


THE  SUN-SENTINEL 
needs  an  Arts  &  Architecture  Critic  to 
cover  the  vibrant  South  Florida  scene. 
The  beat  extends  from  South  Beach  to 
the  Palm  Beaches,  from  Art  Deco  to 
Addison  Mizner.  from  museums  to  gall¬ 
eries  and  resident  artists.  We  are  look¬ 
ing  for  someone  with  a  sophisticated 
arts  background  and  solid  newpaper  ex¬ 
perience.  The  successful  candidate  will 
have  some  reporting  experience.  Direct 
inquiries  in  writing  (with  samples  of  your 
work)  to: 

John  Dolen,  Arts  &  Features  Editor 
SUN-SENTINEL 
200  E.  Las  Olas  Boulevard 
Fort  Lauderdale,  FL  33301 
For  more  Information  about  the 
Sun-Sentinel  and  Its  openings,  see 
www.sun-sentinel.com/opportunities 


REPORTER 

Wanting  energetic  reporter  for  full-time 
police/courts  beat  in  college  city  be¬ 
tween  saltwater  and  mountains  Seattle 
and  Vancouver,  B.C.  Gannett  daily, 
28,000  circulation.  Must  have  daily  re¬ 
porting  experience.  Send  cover  letter, 
clips,  resume  to: 

Leo  Mullen,  The  Bellingham  Herald 
1 1 55  N.  State  St.,  Bellingham,  WA  98225 


SUNDAY  REPORTER 
Join  our  Sunday  reporters  covering 
expanded  hard,  feature  and  issue 
stories  for  our  30,000 -i-  Sunday  paper 
based  in  Dover,  NH.  Circulation  area 
includes  southeastern/Lakes  Region  of 
NH  and  southern  Maine.  Two-i-  years 
experience  needed.  Resumes  to: 

Rodney  Doherty,  Executive  Editor 
Foster’s  Sunday  Citizen 
333  Central  Avenue,  Dover,  NH  03820 


SPORTS  COPY  EDITOR 
Being  a  sports  copy  editor  for  an  AM 
paper  is  not  easy,  given  the  night  hours 
and  weekend  work.  But  those  of  you 
who  are  good  at  it  know  that  Sports  has 
its  charms  and  excitement,  and  we  at 
The  Columbus  Dispatch  believe  we 
offer  an  attractive  desk  opening  in  a 
city  that  is  increasingly  becoming 
major-league  in  the  world  of  sports. 

We  are  seeking  a  copy  editor  who  can, 
of  course,  perform  the  fundamentals- 
edit,  write  headlines  and  lay  out-  but 
who  also  can  be  a  vital  contributor  to 
our  section  through  his  or  her  creativity 
and  imagination.  Our  copy  editors  get 
the  chance  to  spearhead  special  sec¬ 
tions,  contribute  to  the  story  bank  and, 
hopefully,  help  us  move  in  some  new 
directions.  We  want  to  exploit  all  of 
what  you  bring  to  the  table. 

With  the  coming  of  the  National  Hockey 
League’s  Columbus  Blue  Jackets  this 
fall,  the  more  ideas  and  energy,  the 
better. 

Our  opening  is  immediate,  and  the  pay 
and  benefits  are  competitive  with  other 
major  papers  in  the  Midwest.  We  would 
like  to  consider  you  for  our  team. 
Please  send  your  resume  and  clips  to: 

Mabry  Donabauer 
Human  Resources  Specialist 
The  Columbus  Dispatch 
34  S.  3rd  Street,  Columbus,  OH,  43215 


EDITORIAL 


EDITORIAL  WRITER 


The  San  Antonio  Express-News  seeks  an  editorial  writer  to  join  its  1 1  person  opi¬ 
nion  section  staff.  As  a  member  of  the  newspaper’s  Editorial  Board,  this  person 
will  produce  daily  editorials,  attend  Editorial  Board  meetings  and  participate  in 
daily  planning.  The  position  also  offers  the  opportunity  for  the  editorial  writer  to 
develop  occasional  columns.  The  ideal  person  will  have  a  broad  liberal  arts 
background  and/or  specific  education  in  journalism.  Experience  as  an  editorial 
writer  is  desirable  but  not  required.  Assets  would  include  expertise  regarding 
state  issues,  urban  problems  and/or  business  issues.  Knowledge  of  U.S.- 
Mexico  border  issues  also  would  be  highly  valued.  We  are  looking  for  a  writer 
with  spark  and  spunk  who  gets  along  well  with  people,  wants  to  be  a  part  of  a 
strong  team  and  wants  to  make  an  important  contribution  on  an  exciting  news¬ 
paper  in  a  dynamic  city. 

We  offer  a  quality  work  environment  and  a  comprehensive  benefits  package. 
Qualified  applicants  are  encouraged  to  mail  a  resume  to: 

employment@express-news.net  Attn:  Editorial  Writer 
Or  mail:  San  Antonio  Express-News,  Human  Resources  Department 
Attn;  Editorial  Writer,  RO.  Box  2171,  San  Antonio,  TX  78297-2171 
Orfaxto  (210)  250-3977 


EQUAL  OPPORTUNITY,  DRUG-FREE  EMPLOYER 
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_ EDITORIAL _ 

ASSISTANT  NEWS  EDITOR 
The  Wisconsin  State  Journal,  the  morn¬ 
ing  and  Sunday  newspaper  in  Madison, 
seeks  an  assistant  news  editor  to  help 
lead  our  12-member  copy  desk.  The 
State  Journal,  with  a  circulation  of 
90,000  daily  and  160,000  on  Sunday,  is 
located  in  one  of  the  nation’s  most  liva¬ 
ble  cities.  The  successful  applicant  will 
help  direct  nighttime  operations  and 
help  lead  us  in  major  technical  improve¬ 
ments.  Interpersonal  and  organizational 
skills  are  important  as  is  the  ability  to 
perform  under  deadline  pressure  and 
guide  the  work  of  others.  The  hours  are 
evenings,  Sundays  through  Thursdays. 
Please  send  a  cover  letter,  resume  and 
work  samples  to: 

Wisconsin  State  Journal-HRMM 
Robert  Zizzo,  news  editor 
RO.  Box  8058  Madison,  Wl  53708-8058 
Deadline:  May  1 , 2000 
Affirmative  Action/ 

Equal  Opportunity  Employer 


FEATURES  EDITOR 

Home  of  R.E.M.,  Widespread  Panic, 
the  University  of  Georgia  and  much 
more.  Athens,  GA,  is  looking  for  an 
editor  to  oversee  features  and  enter¬ 
tainment  coverage  in  an  exciting 
market.  Send  resume,  work  samples  to: 
Les  Simpson,  Executive  Editor 
One  Press  Place,  Athens,  GA  30601 


BEACH  RESORT  WEEKLY 
COMMUNITY 
NEWSPAPER 
EDITOR 


The  Delaware  Wave,  a  14,500  week-  I 
ly  community  newspaper  located  in  j 
the  beautiful  Delaware  Coast  resort  | 
town  of  Bethany  Beach  is  looking  for 
an  editor  to  lead  its  growing  staff. 
The  position  requires  a  high  level  of 
organization,  the  ability  for  writing, 
editing,  page  design  and  hands-on 
community  involvement.  Ideal  can¬ 
didate  would  not  only  possess  a  pro¬ 
ficiency  in  QuarkXPress  and  Adobe 
Photoshop,  but  will  have  the  ability 
to  lead,  motivate  and  train  a  young 
staff.  Terrific  opportunity  for  ener¬ 
getic  person  who  loves  the  beach 
and  has  great  people  skills.  Mail 
resume  to: 

Cindy  Romeo,  HR  Manager 
Thomson  Chesapeake 
USE.  Carroll  Street 
Salishury,  MD  21801 

Or  Fax  (410)  742-6142 

cindy.romeo@tbomnews.com 


CENTRAL  PENN  BUSINESS  JOURNAL, 
named  #1  business  weekly  in  nation 
last  year,  seeks  an  enterprising  reporter 
to  work  in  Lancaster,  PA,  bureau,  cover¬ 
ing  real  estate  and  technology.  We’re 
looking  for  an  aggressive  journalist 
who  combines  ability  to  break  stories 
with  the  talent  to  write  them  well.  Send 
resume,  six  clips  to: 

Editor  Elizabeth  Cummings 
Central  Penn  Business  Journal 
409  S.  Second  Street 
Harrisburg,  PA  17104 

www.editorandpublisher.com 


EDITORIAL 


BUSINESS  EDITOR  IN  L.A. 

The  Daily  News  of  Los  Angeles  seeks  an 
experienced  business  editor  to  oversee 
its  coverage  and  staff.  Ideal  candidate 
has  news  and  business  editing  and 
reporting  experience.  We  cover  the  busi¬ 
ness  of  Hollywood  as  well  as  the  fast¬ 
growing  high  tech  and  bio  tech  worlds  in 
suburban  Los  Angeles.  Position  avail¬ 
able  because  of  a  promotion.  Letter, 
resume  and  samples  of  work  to: 

Matt  Hufman,  recruitment  editor 
Daily  News,  RO.  Box  4200 
Woodland  Hills,  CA  91 365-4200 


BUSINESS  REPORTER 
The  News  &  Observer,  a  170,000- 
circulation  daily  in  North  Carolina’s 
Research  Triangle  region,  seeks  a 
reporter  with  five  years  experience  to 
cover  personai  finance  and  banking 
for  a  sophisticated  market.  Must  be 
abie  to  write  for  millionaires,  middle 
income  families  and  folks  who  think  of 
the  cash  advance  store  as  their 
personal  bank.  If  you  can  explain  stock 
options  and  capital  gains,  understand 
an  SEC  filing  and  know  how  to  use  the 
Bloomberg,  send  cover  letter,  resume 
and  work  samples  to: 

Melanie  Siil,  Managing  Editor 
The  News  &  Obsen/er 
RO.  Box  191 ,  Raleigh,  NC  27602 


BUSINESS  WRITER 

The  Daily  Herald,  a  145,000-circulation 
daily  serving  Chicago’s  northwestern  sub¬ 
urbs,  seeks  candidates  for  a  writer  on 
our  7-person  business  staff.  Candidates 
must  have  at  least  three  years  experi¬ 
ence  writing  for  a  daily  newspaper  or  a 
business-oriented  publication.  Thorough 
knowledge  of  business,  consumer  and 
finance  issues  required.  Familiarity  with 
Internet  commerce  and  technology 
issues  strongly  desired.  Supervisory 
interest  or  experience  a  plus.  We  offer  a 
competitive  salary  and  excellent  benefits 
in  a  vibrant  market  where  readers 
appreciate  and  demand  exceptional  cov¬ 
erage  of  local  business  issues.  Appli¬ 
cants  should  send  clips,  resume,  and 
salary  expectations  to: 

Diane  Muchow  personnel  recruiter 
RO.  Box  280  Arlington  Heights,  IL  60006 


EXPERIENCED  REPORTERS,  EDITORS 
The  Binghamton,  NY,  Press  &  Sun- 
Bulletin  is  seeking  experienced  editors 
and  reporters  to  make  our  62,000  daily/ 
79,000  Sunday  Gannett  daily  more  rele¬ 
vant,  lively  and  useful.  The  ideal  candi¬ 
dates  are  curious,  energetic  and 
passionate  journalists  who  put  readers 
and  their  interests  first.  Because  of  pro¬ 
motions,  reporting  staff  expansion  and 
retirement,  we  have  several  key  open¬ 
ings:  News  editor,  features  editor,  com¬ 
munity  news  reporters,  technology/ 
careers  reporter  and  entertainment 
reporter.  Binghamton,  in  the  pictures¬ 
que  rolling  hills  of  the  Southern  Tier,  is 
home  to  a  major  state  university  and  a 
great  place  to  live.  If  interested,  please 
send  resume  and  six  samples  of  your 
best  work  to  Gary  Graham,  managing 
editor.  Press  &  Sun-Bulletin,  RO.  Box 
1270,  Binghamton,  NY,  13902-1270. 

We  value  diversity 


EDITORIAL 


COPY  EDITOR  -  Group  of  three  major, 
national  sport-fishing  magazines  is 
looking  for  an  experienced  full-time 
copy  editor  (all  benefits-health,  401  (k), 
etc.)  with  experience — who  takes  pride 
in  catching  all  errors,  large  and  small. 
Willing  to  relocate  to  new  offices  in 
Winter  Park,  FL.  E-mail  letters  and 
resume  to  doug.olander@worldpub.net 
Interest  in  sport  fishing  not  required  but 
a  nice  plus. 


COPY  EDITOR:  The  (Parsippany,  NJ) 
Daily  Record  needs  a  versatile  editor 
with  news  sense  who  can  lay  out  sharp 
pages,  pick  and  edit  local  and  wire 
stories  and  write  strong  heads.  Our 
news  desk  uses  the  latest  electronic 
pagination,  photo  and  Web  technology, 
including  QuarkXPress.  Top  applicants 
will  have  previous  daily  newspaper  edit¬ 
ing  experience.  We  work  on  a  55,000 
AM  in  a  competitive  suburban  area  30 
miles  from  Manhattan.  Send  resume 
and  samples  of  work,  including  layouts, 
to: 

Jack  Bowie,  Managing  Editor 
Daily  Record 

800  Jefferson  Road,  RO.  Box  21 7 
Parsippany,  NJ  07054-0217 


COPY  EDITORS/PAGINATORS 
WANTED 

Quality  East  Texas  mid-size  daily 
rebuilding  news  desk  after  some  of  its 
top  people  moved  on  to  major  markets 
including  Palm  Beach,  Austin,  Dallas 
and  Tucson.  We  are  a  launching  pad 
for  great  careers.  We  value  people 
(both  entry  level  and  experienced)  with 
strong  editing,  headline  writing  and 
design  skills.  We  compensate  well, 
offer  great  benefits  and  fantastic 
growth  opportunities.  Contact  Pete  Lit- 
terski.  Editor,  Longview  News-Journal: 

E-mail:  plitterski@coxnews,com 
Fax;  (903)  237-7740 


COPY  EDITOR 

The  Muskegon  Chronicle  is  looking  for  a 
wordsmith  and  QuarkXPress  pro  to  join 
its  copy  desk  as  the  weekend  editor.  Be¬ 
fore  you  stop  reading,  take  time  to  con¬ 
sider  this  37  1 /2-hour,  4-day-a-week  posi¬ 
tion.  We  are  a  50,000-circulation  daily, 
Newhcuse  newspaper  located  near 
some  of  the  best  beaches  and  winter  rec¬ 
reation  areas  of  West  Michigan.  We’re 
an  electronic  newsroom  working  to  fin¬ 
ish  a  lively  new  re-design  in  anticipation 
of  a  new  press.  If  you  are  a  deadline- 
oriented,  take-charge  individual  who  is 
still  a  team  player;  and  if  you  can  write 
eye-catching  headlines  and  brighten 
copy,  send  your  resume  and  examples 
of  your  work  to: 

RJ.  Holmes-Greeley,  News  Editor 
Muskegon  Chronicle 
RO.  Box  59,  Muskegon,  Ml  49443 
By  April  21 


IOWA  SMALL-TOWN  DAILY  EDITOR 
Seasoned  news  pro  needed  to  lead  4- 
person  staff  at  Mt.  Pleasant  News.  Nice 
salary,  benefits,  great  town.  Life  is  still 
good  in  Iowa.  Resume,  letter,  clips  to: 

Emery  Styron, 

RO.  Box  240,  Mt.  Pleasant,  lA  52641 
Fax  (319)  385-8048  pub@mpnews.net 


EDITORIAL 


DYNAMIC,  HARD-WORKING,  articulate 
and  intelligent  editor  sought  by  rapidly 
growing  trade  magazine  publishing 
company  specializing  in  various  as¬ 
pects  of  the  food  industry.  Job  in¬ 
volves  the  writing  of  well-researched 
articles,  the  assigning  and  editing  of 
articles  and  the  soliciting  of  contribu¬ 
tions  from  industry  leaders. 

The  position  requires  travel  both  to 
review  the  operations  of  organizations 
in  the  industry  and  to  give  pres¬ 
entations  at  industry  functions.  Orga¬ 
nizational  and  persuasive  skills  re¬ 
quired  to  put  together  industry  work¬ 
shops  and  panels.  Successful  candi¬ 
date  must  be  highly  motivated,  willing 
to  work  long  hours  and  put  in  substan¬ 
tial  time  on  weekends  and  evenings  to 
produce  an  editorial  product  held  to 
the  highest  standards.  A  willingness  to 
immerse  oneself  in  the  industries  we 
cover  is  essential.  Must  enjoy  food  and 
relate  well  to  top  corporate  executives, 
PR  types  and  small  business  owners. 
Many  opportunities  for  advancement. 
Non-smoking  office. 

Please  send  resume,  cover  letter,  writ¬ 
ing/editing  samples  and  earnings  his¬ 
tory  to: 

Phoenix  Media  Network,  Inc. 

RO.  Box  81 0425 

Boca  Raton,  FL  33481  -0425 


EDITOR  -  HARVARD  LAW  BULLETIN 
Alumni  magazine  of  Harvard  Law 
School  seeks  editor  with  5  years 
senior  editorial  and  management 
experience.  Send  resume  and  cover 
letter  to  Harvard  University: 

Resume  Processing  Center 
Requisition  4791 

1 1  Holyoke  Street,  Cambridge,  MA  02138 
www.jobs.harvard.edu 


EDITOR  ENTREPRENEUR  Not  for  the 
faint-hearted!  Bigfoot  Media,  publisher 
of  the  Berkeley  Daily  Planet,  is  looking 
for  ambitious  editors/leaders  of  start¬ 
up  Calif.  Hard  news  community  dailies. 
Energetic,  passionate  leaders  needed 
to  build  and  jetzz  news  team.  Excellent 
hands-on  skills:  local  news,  writing, 
editing,  QuarkXPress,  team-building. 
Competitive  compensation  with  stock 
options.  E-mail/feix  resume,  salary 
requirements,  5  best  clips: 

arnoid@berkeleydailyplanet.com 
Fax  (510)  841-5695 


EDITOR/WRITER 

We  need  a  seasoned,  self-motivated 
editor/writer  for  our  twice-a-month  news¬ 
letter  covering  workers’  compensation 
Issues  in  California,  especially  focused 
on  medicine,  legislation,  government, 
legal  matters  and  claims  practices. 
Musts:  ability  to  spot  news,  a  quick 
learn,  and  can  turn  complex  issues  into 
readable  prose.  Should  be  able  to  work 
independently.  Must  reside  in  Northern 
California,  near  Sacramento.  Top  notch 
salary  and  benefits,  including  401  (k) 
plan.  Send  resume  and  work  samples  to: 

Nils  Wright 

Providence  Publications,  RO.  Box  1100 
Grass  Valley,  CA  95945-1 1 00 
Or  e-mail  to  creator@content.com 


EDITOR  &  PUBLISHER  /  APRIL  1  7.  2000 
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HELP  WANTED 


PREPRESS 


EDITORIAL 


BUSINESS  WRITER 

The  Gainesville  Sun,  a  56,000  New 
York  Times  regional  daily,  is  looking 
for  a  business  writer.  Two  years  of 
daily  newspaper  experience  preferred. 
Candidates  should  be  knowledgeable 
about  business  issues  and  innovative 
in  developing  and  investigating  stories. 
The  Sun  is  located  in  a  college  town 
with  a  thriving  business  community. 
Send  a  letter,  resume  and  clips  to: 
Sandra  Nortunen,  Business  Editor 
The  Gainesville  Sun 
2700  SW 1 3th  Street,  Gainesville,  FL  32608 
Or  E-mail:  nortuns@gvillesun.com 
REPORTERS 

The  Ann  Arbor  News  is  looking  for  two 
reporters,  one  to  cover  the  fastest- 
growing  county  in  Michigan  and  the 
other  to  cover  primary  and  secondary 
education.  Both  jobs  require  deadline 
writing  skills  and  the  ability  to  pull  off 
large-scale  takeout  pieces.  Send  a 
resume  and  your  five  best  clippings  to: 

Tom  Krisher,  Metro  Editor 
The  Ann  Arbor  News 
340  E.  Huron  Street,  RO.  Box  1147 

Ann  Arbor,  Ml  48106-1 147 

The  News  is  an 
Equal  Opportunity  Employer 

THE  INDIANAPOLIS  STAR 
(daily  circulation  270,000,  Sunday 
375,000)  is  seeking  a  facile  writer  and 
dogged  reporter  to  cover  the  personal 
finance/banking  beat.  Star  editors  and 
reporters  are  committed  to  making  the 
paper  the  best  of  its  size  in  the  nation. 
Candidates  should  share  that  commit¬ 
ment  to  excellence  and  have  a  proven 
ability  to  write  stories  relevant  to  a 
broad  audience,  cultivate  sources  and 
break  news.  Send  resume  and  clips  to: 

Greg  Andrews 

Assistant  Managing  Editor/Business 
Indianapolis  Star 

PO.  Box  145,  Indianapolis,  IN  46206-0145 

MAILROOM 


PACKAGING  DEPARTMENT 
SUPERVISOR 
The  Times  Newspaper  is  seeking  a 
Packaging  Department  Supervisor  with 
mechanical  aptitude  to  manage  and 
supervise  our  night  Mailroom  Depart¬ 
ment  operation.  Candidates  should 
have  previous  packaging  experience 
and  the  ability  to  supervise  and  work 
with  a  large  production  staff.  Willing  to 
train  the  right  individual. 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  orga¬ 
nizational  and  communications  skills. 
Must  also  be  able  to  meet  deadlines 
and  maintain  a  clean,  safe  work  en¬ 
vironment. 

We  offer  a  competitive  salary  and  bene¬ 
fits  package.  Pre-employment  physical 
which  includes  drug  screen  pre-requi¬ 
site  for  employment.  For  consideration, 
please  send  resume  and  salary  history 
to: 

Personnel 

THE  TIMES  NEWSPAPER 
500  Perry  Street,  RO.  Box  847 
Trenton,  NJ  08605-0847 
An  Equal  Opportunity  Employer 

Cl  2 


MAILROOM 


MAILROOM  OPERATOR:  Experienced 
1372  operator  with  icon  ARS  inkjet 
experience  helpful.  Fsix  resume  to: 

Steve  McVay  at  (703)  751-1549 

MARKETING 


DIRECTOR  OF  MARKETING 
INTERNET  COMPANY 
Major  company  providing  Internet  ser¬ 
vices  to  newspapers  needs  savvy 
Marketer  to  join  our  executive  team. 
Strategic  planning  and  product  brand¬ 
ing  Internet  or  newspaper  experience 
vital.  Great  opportunity,  excellent  com¬ 
pensation  and  benefits,  desirable  loca¬ 
tion.  Replies  will  be  held  highly  confi¬ 
dential,  send  your  resume  to: 

Box  01231,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


NEW  MEDIA 


WEB  &  FIELD  CONTENT  ASSOCIATE 
The  American  Red  Cross  is  seeking 
experienced  writers  to  join  our  online 
media  team.  Develop  website  content 
for  three  internet/intranet  sites.  Provide 
graphics,  video  &  digital  photography. 
Serve  as  content  writer  developing 
stories  under  deadlines.  Support  imple¬ 
mentation  of  marketing,  training  &  edu¬ 
cation  activities  to  maximize  online  par¬ 
ticipation  of  Red  Cross  audiences.  B.A./ 
B.S.  in  communications  or  equivalent 
experience  required,  with  1-3  year’s 
communication  experience.  Possess  In¬ 
ternet  technology  expertise  and  superior 
writing  skills.  Minimum  2  years  working 
on  website  content.  Proficiency  in  HTML 
desired.  Send  cover  letter,  resume,  and 
salary  requirements  to: 

American  Red  Cross  HR  Department 
431  1 8th  Street,  NW,  Attn  VCJ 
Washington,  DC  20006 
Or  E-mail:  arcjob@usa.redcross.org 


ONLINE  CONTENT  PRODUCER 
The  Modesto  Bee,  A  McClatchy  news¬ 
paper,  located  in  California’s  heartland, 
is  currently  recruiting  for  an  Online  Con¬ 
tent  Producer.  This  position  works 
closely  with  the  newsroom  and  Nando 
Media,  a  major  online  news  service,  to 
plan  daily  news  updates,  special  sec¬ 
tions  and  online-only  features.  Responsi¬ 
ble  for  the  presentation  of  content,  dis¬ 
cussion  forums,  news  polls,  daily  up¬ 
dates  and  other  news  delivery  options. 
Requires  four-  year  college  degree, 
journalism  training  or  equivalent  news¬ 
room  experience.  Must  be  able  to  use 
the  following  software  programs:  Adobe 
Photoshop,  Mac  OS,  Windows  95-98, 
Netscape  Communicator/Navigator,  Mi¬ 
crosoft  Internet  Explorer.  Must  have  an 
intimate  knowledge  of  Internet.  Basic 
HTML  knowledge  a  plus. 

We  offer  a  competitive  salary  and 
excellent  benefit  package.  Fax  resume 
to:  (209)  578-2095  or  e-mail  to: 

pnielsen@modbee.com 
Or  maii  to: 

The  Modesto  Bee  R  0.  Box  3928 
Modesto,  CA  95352  Attn: HR. 


NEW  MEDIA 


SYNDICATION  ACCOUNTS  MANAGER 
ScreamingMedia.com,  an  industry 
leader  in  online  content  syndication,  is 
in  search  of  a  content  acquisition 
account  executive/relationship  man¬ 
ager  with  a  minimum  of  3  years  experi¬ 
ence  in  the  online  newspaper  or 
newswire  industry  -  with  an  established 
industry  vendor  or  an  online  newspa- 
per/newswire/syndication  agency.  Can¬ 
didate  will  be  joining  the  Global  Con¬ 
tent  Management  Team.  Candidate  will 
have  knowledge  of  online  newspaper 
industry  from  audiotex  to  e-commerce 
and  will  be  comfortable  addressing  cur¬ 
rent  and  emerging  online  newspaper 
business  models  with  publishers  and 
new  media  directors.  Sales  or  market¬ 
ing  experience  a  bonus.  Competitive 
salary  and  benefits.  Contact: 

Douglas  Desimone,  ScreamingMedia 
douglasd@screamingmedia.com  and 
michaelt@screamingmedia.com 


PHOTOGRAPHY 


AGGRESSIVE  MEDUIM-SIZED 
daily  in  Zone  4  is  looking  for  a  director 
of  photography  who  can  take  charge  of 
a  six-person  department.  Must  be  an 
excellent  shooter  with  proven  manage¬ 
ment  experience  and  well  versed  in 
photo  technology.  Submit  resume  to: 

Box  01218,  Editor  &  Publisher 
1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


PREPRESS 


NEWSPAPER  PREPRESS 
OPERATIONS  MANAGER 
The  Dayton  Daily  News,  (Cox  Ohio  Pub¬ 
lishing),  has  an  opening  for  an  experi¬ 
enced,  capable,  “people  person"  to 
oversee  prepress  operations,  including 
layout,  pagination,  creative,  electronic 
imaging,  and  composing.  This  position 
will  also  support  and  assist  in  direction 
of  decentralizing  prepress  operations, 
operating  in  sales  teams  around 
customer  categories,  with  the  objective 
of  improved  quality  and  market  share. 
This  is  a  pivotal  role,  and  requires  plan¬ 
ning  and  project  skills,  personnel  man¬ 
agement  skills,  prepress  management 
experience,  and  knowledge  of  elec¬ 
tronic  ad  workflow,  ad  makeup,  and 
pagination. 

The  Dayton  Daily  News  was  the  first 
Cox  Newspaper,  and  part  of  that  grow¬ 
ing,  diversified  media  company,  with 
excellent  benefits  including  401  (k)  con¬ 
tribution  and  tuition  reimbursement, 
and  compensation  commensurate  with 
the  industry.  We  just  opened  our  off¬ 
site  Print  Technology  Center  in  1999, 
which  we  believe  to  be  the  most  ad¬ 
vanced  newspaper  production  facility 
in  North  America. 

Please  send  resume  in  confidence  to: 
Mark  Stange,  VP  Advertising 
Dayton  Daily  News 
45  South  Ludlow  Street 
Dayton,  OH  45402 


MIAMI,  FLORIDA 
DIGITAL  PRE-PRESS  MANAGER 
The  Miami  Herald  Publishing  Company 
seeks  a  skilled,  experienced  manager 
to  oversee  our  pre-press  departments 
and  continue  to  steer  pagination  and 
work  restructuring  projects.  Must  have 
an  extensive  pre-press  systems  back- 
giound,  preferably  including  Autologic, 
Cascade,  MacOS,  Sll,  ALS  and 
ClassPage.  Proven  ability  to  produce 
bottom-line  results  by  introducing  new 
technology  and  streamlining  processes 
is  required.  Contact- 
Kirn  Marcille.  Digital  Prepress  Manager 
(305)  376-3101  kmarcille@herald.com 


PRESSROOM 


EXPERIENCED  PRESS  OPERATORS 
The  Winston-Salem  Journal,  a  Northwest 
NC  100,000  daily  circulation  newspaper, 
has  openings  for  two  press  operators 
experienced  in  offset  printing.  Our  mod¬ 
ern  production  facility  features  a  double¬ 
width,  Mitsubishi  Lithopia  offset  press.  If 
interested,  send  resume  to: 

Director  of  Human  Resources 
Winston-Salem  Journal 
RO.  Box  3159,  Winston-Salem,  NC  271 02 
Or  fax  to:  (336)  727-4096 


PRESSMAN  -  Experienced  offset  web 
pressman.  Goss  Urbanite  experience 
preferred.  We  offer  full  benefits  along 
with  401k  plan.  If  you  are  a  depend¬ 
able,  hard  working  individual  looking 
for  a  great  career  opportunity  with 
advancement  possibliities  apply  to: 

Kevin  Kocher,  Production  Director 
Greeley  Tribune,  PO.  Box  1138 
Greeley,  Colorado,  80632 
970-352-021 1  Ext.  279 
kocher@greeleytrib.com 


PRESS  OPERATOR 

Quality  commercial  plant.  Three  V- 
15’s.  Searching  for  good  operator  who 
is  ready  for  growth  opportunity  includ¬ 
ing  supervision.  Three-day,  12-hour 
shifts.  Air  conditioned.  401  (k).  More. 
Resume  to  P&P  Press: 

6513Galena Road,  Peoria IL 61614 


PRESS  OPERATOR 

Experience  with  Urbanite  preferred. 
Afternoon  paper  Monday  -  Friday,  AM 
weekends.  No  commercial  work.  Family 
owned.  23,500  in  Bowling  Green,  KY. 

Fax  Glen  Spear,  (270)  781-0726. 


PRESS  OPERATORS  WANTED 
Prescott  Newspapers,  Inc.,  needs  expe¬ 
rienced  commercial  open  web  press  op¬ 
erators  with  mechanical  aptitude,  ana¬ 
lytical  problem  solving  abilities,  4/4  pro¬ 
cess  color,  press  maintenance  experi¬ 
ence,  able  to  work  nights,  weekends 
and  holidays.  New  16  unit  Goss  single 
round/six  splicer  press,  2  four  high,  4 
two  high  stacks  and  Universal  Folder. 
Send  resume  to: 


Equal  Opportunity  Employer 


PNI  Personnel  Director,  147  N.  Cortez 
St.,  Prescott,  AZ  86301  PNI  is  E.O.E. 


“The  newspaper  can  become  the  rock  of  the  community,  separating  water-cooler  talk  from  the  truth.” 

-Dan  Rather,  CBS  News  anchor,  1998 
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classified  advertising 

1515  Broadway,  New  York,  NY  10036  •  mappello@editorandpublisher.cotn  •  hpreuss@editorandpublisher.com  •  Phone;  1-888-825-9149 


HELP  WANTED 


POSITIONS  WANTED 


PRODUCTION/TECH 


PRODUCTION/TECH 


ADMINISTRATIVE 


EDITORIAL 


FIELD  OPERATIONS 
MANAGER 

Requires  overall  production  knowledge. 
Strengths  in  one  area  such  as  mailroom 
or  pressroom  are  acceptable.  Liaison 
between  Rosslyn  based  production,  cir¬ 
culation,  editorial,  advertising,  finance, 
field  circulation,  field  advertising  and  the 
print  sites.  Manages  assigned  print  sites 
through  influence,  consultation,  counsel¬ 
ing  and  coaching.  Responsible  for  sites 
productivity  and  quality.  Also  works  with 
sites  on  financial  issues  as  it  pertains  to 
USA  Today.  Manages  new  site  launch 
es.  This  particular  manager  position  will 
initially  (first  two  years)  have  responsibil¬ 
ity  for  multimillion-dollar  projects  at  the 
print  sites  such  as  web  reduction,  press 
expansion  and  mailroom  upgrades.  Re¬ 
ports  to  the  Director  Field  Operations. 
We  offer  a  competitive  compensation 
and  benefits  package  which  includes  an 
on  site  fitness  center  and  401  (k).  If 
interested,  please  submit  resume  with 
salary  history  to; 

USA TODAY 

Human  Resources  Department  (LC) 

1 000  Wilson  Boulevard 
Arlington,  VA  22229 
Resumes  can  also  be  faxed  or  E-mailed 
(703)  558-3840  jobs@usatoday.com 
To  learn  more  about  the  USA  TODAY 
brand,  visit  our  website  at 

www.usatoday.com 

We  recognize  and  appreciate  the  bene¬ 
fits  of  diversity  in  the  workplace. 


NIGHT  PRODUCTION  MANAGER 
Gold  Country  Printing  in  Auburn,  CA 
has  an  excellent  opportunity  for  a  well- 
rounded  newspaper  production  pro¬ 
fessional  to  supervise  night  pre-press, 
press  and  mailroom  operations.  If  your 
experienced  in  color  stripping,  web 
offset  printing  (Goss  Community  pre¬ 
sses  a  plus),  Kansa  inserters  and  have 
good  people  skills,  contact  us.  Auburn 
is  located  in  the  foothills  of  the  Sierra 
Nevada  Mountains,  offering  many 
great  outdoor  activities  and  many  life¬ 
style  options.  Auburn  is  situated 
between  Sacramento,  CA  and  Reno, 
NV  and  only  two  hours  from  San  Fran¬ 
cisco.  Gold  Country  Printing,  an  Equal 
Opportunity  Employer,  is  a  division  of 
Brehm  Communications,  Inc.  and  pro¬ 
duces  eight  company-owned  pub¬ 
lications  in  the  region  as  well  as  a  vari¬ 
ety  of  commercial  printing.  This  is  a 
full-time,  hands-on  position  with  bene¬ 
fits,  and  profit  sharing,  offering  a  salary 
commensurate  with  experience.  To 
apply,  fax,  mail  or  E-mall  cover  letter 
and  resume  to  Jim  Schumacher,  gen¬ 
eral  manager.  Gold  Country  Printing; 

1 030  High  Street,  Auburn,  CA  95604 
Fax  (530)  885-4902 
Or  E-mail  jims@goldcountrymedia.com 


Place  vour  ad  online 

Hazel  Preuss 

hpreuss@editorandpublisher.com 
Michele  Appello 

mappello@editorandpublisher.com 

l.'ilS  BROADWAY,  12TH  n.OOR,  NKW  YORK,  NY,  1(1016 


www.editorandpublisher.com 


PRODUCTION  DIRECTOR 
A  100,000  daily,  108,000  Sunday  in 
Zone  1  is  seeking  an  executive  with  a 
broad  range  of  experience  in  the  man¬ 
agement  of  all  production  departments 
which  include  composing,  pressroom, 
mailroom/inserting,  commercial  print¬ 
ing,  vehicle  maintenance  and  building. 
Must  have  demonstrated  abilities  in 
administrative  procedures,  budget 
preparation  and  cost  control  to  replace 
retiring  Production  Director.  Candidate 
should  possess  strong  communica¬ 
tion,  motivational  and  technical  skills. 
Send  confidential  resume  and  salary 
history  to; 

John  Shields,  Publisher 
New  Haven  Register 
40  Sargent  Drive,  New  Haven,  CT  0651 1 

SALES 


SALES  DEVELOPMENT  MANAGER 
Perfect  opportunity  for  an  energized,  com¬ 
petitive  sales  professional  to  mentor  com¬ 
mission  sales  team  and  actively  partici¬ 
pate  in  sales  presentations.  Coaching 
staff  to  use  market  research  and  prepare 
creative  strategies  for  each  presentation. 
Excellent  compensation  and  benefit 
package.  We  are  a  subsidiary  of  The 
Seattle  Times  and  an  equal  opportunity 
employer.  Send  resumes  to  Kay  Cause, 
Human  Resources  Director,  Yakima 
Herald-Republic,  P.O.  Box  9668, 
Yakima,  WA  98901  or  fax  them  to  (509) 
577-7722.  Visit  our  website  at; 

www.yakima-herald.com 

TUCSON  NEWSPAPERS 
DIRECTOR  OF  MAJORS/NATIONAL 
We  are  seeking  an  enthusiastic  results- 
oriented  individual  to  lead  and 
motivate  our  Majors  and  National 
Sales  Team  of  the  Arizona  Daily  Star 
and  Tucson  Citizen.  This  position  will 
be  responsible  for  the  development 
and  execution  of  strategic  plans  to  con¬ 
sistently  increase  revenue  and  market 
share  as  well  as  development  of  sales 
presentations,  building  client  rela¬ 
tionships  and  staff  training.  3  to  5 
years  of  sales  management  experi¬ 
ence  required.  This  position  offers  a 
base  salary  plus  a  quarterly  bonus 
based  on  performance.  Please  submit 
your  resume  with  cover  letter  including 
salary  expectations  to; 

Tucson  Newspapers 
Human  Resources  Department 

4850  S.  Park  Avenue 
Tucson,  AZ  8571 4 

Or  E-mail  to  bchodos@azstarnet.com 

ADMINISTRATIVE 


PUBLISHER’S  CONSULTANT; 

I  work  as  the  publisher's  right  hand,  for 
as  long  as  needed,  to  solve  ad 
revenue,  circulation,  editorial  and  print 
problems.  Also  able  to  develop  and/or 
implement  policies.  Skilled  in  cold 
starts  or  new  edition  development.  Thi¬ 
rty  years  experience  in  daily,  weekly 
and  TMC.  All  services  confidential. 

Call  Michael  Bradley  at  (508)  563-2835 
Or  E-mail  mbradley@capecod.net 


RESULTS 

Publisher  with  a  proven  record  of 

•  Growing  real,  sustained  circulation 

•  Improving  revenue  yearly 

•  Creating  editorial  excellence 

Is  looking  for  a  newspaper  committed 
to  its  future  and  that  of  the  community. 

If  you  want  a  strong  leader  who  is 
passionate  about  building  the  best  com¬ 
munity  newspaper,  reply  to; 

Box  01224,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 


ADVERTISING 


ATTENTION;  35  year  Seasoned  Advertis¬ 
ing  Professional.  Experience  includes 
Retail,  Casinos  and  Majors.  Seeks  posi¬ 
tion  in  Zones  4  or  6.  Please  respond  to; 
E-mail  RC040.com 
OR  Phone  (609)  484-8621 


I  ^JbiWS  makes  the  difference.  \ 


I’VE  BEEN  A  Writer,  Editor  and  suc¬ 
cessful  Publisher.  Would  like  to  Write/ 

Edit  in  Zone  3  or  4.  Available  after  May  1 . 

E-mail;  Pjoumalist@excite.com 

SPORTS  WRITER  with  10  years  of  ex¬ 
perience  seeks  new  challenge  in  either 
sports  or  features.  Respond  in  con¬ 
fidence  to  RJoeMc@aol.com 

WRITER 

Seasoned  journalist/author  going  through 
one  of  those  mid-career  changes.  Look¬ 
ing  for  the  special  assignments  that 
make  sitting  down  to  re-  search,  think 
and  write  compelling  and  fun.  Projects 
about  women,  health,  aging,  the  psy¬ 
cho/social  side  of  relationships.  Credits 
to  date  include  several  books,  a  taste  of 
new  media,  video  scripting  and  loads  of 
magazine  features  in  publications  from 
Woman’s  Day  to  Psychology  Today. 

Member  of  ASJA.  High  standards  of  pro-  j 

fessional  achievement.  I 

E-mailjleder@icnt.net 


CLASSIFIED  APVERTISIXG 
lAFORMATlOA 


1)1.  \I)M\KS 


LINE  ADS  -  Tuesday  at  ncxjn  (EST)  for  the  next  Monday’s  issue. 

DISPLAY  ADS  -  Space  reservation  11  days  prior  to  publication  date;  camera 
ready  copy  7  days  prior  to  publication  date. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34  charac¬ 
ters/spaces  per  line,  no  abbreviations. 


also  includes  online 

HELP  WANTED  POSITIONS  WANTED 


1  WEEK  .... 

.  .  $12.00 

1  WEEK  .  .  .  . 

.  .  $6.00 

2  WEEKS  .  .  . 

.  .  $11.18 

2  WEEKS  .  . 

.  .  .  $5.05 

12  WEEKS  .  . 

.  .  .  $7.90 

3  WEEKS  .  . 

.  .  .  $4.15 

52  WEEKS  .  . 

.  .  .  $6.45 

4  WEEKS  .  . 

.  .  .  $3.70 

ALL  OTHER  CLASSIFICATIONS 

1  WEEK . $11.00 

2  WEEKS . $9.70 

12  WEEKS . $6.40 


52  WEEKS . $4.95 

BLIND  BOXES:  $25  per  Insertion;  counts  as  additional  line  in  copy. 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenwise  a 
scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum  1 33-line 
same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  email.  For 
instructions  ,  please  ask  your  account  manager. 


per  inch,  per  insertion,  1  inch  rninimum,  1/2  inch  increments 


1  WEEK . $131 

2  WEEKS . $119 

12  WEEKS . $102 

52  WEEKS . $86 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis.  Contracts  are 
non-cancelable.  All  ads  from  new  advertisers  must  be  prepaid  prior  to  dead¬ 
line;  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Deadline  is  tuesday  prior  to  Monday  publication.  Cash,  check,  VISA, 
MasterCard,  and  American  Express  accepted  .  All  ads  require  a  signed  inser¬ 
tion  order,  and  all  ad  copy  must  be  submitted  in  writing  via  email,  mail,  or  fax. 


We  reserve  the  right  to  reject  any  ad. 


Please  contact  us  for;  display  ad  copy  specifications  and  prcxedures 
MAIL:  Editor  &  Publisher  Classified 

1515  Broadway,  12th  FI.,  New  York,  NY  10036 
FAX:  (212)  536-8800 


ANY  QUESTIONS  E-MAIL  or  CALL 

Hazel  Preuss  (212)  536-5398  -  hpreuss@editorandpublisher.com 
Michele  Appello  (212)  536-5396  -  mappello@editorandpublisher.com 


www.edjtorandpublisher.com 
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CULTURE  TRENDS 


MTV’s 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 

The  Hollywood  Reporter’s 

For  weekend  ending  April  10, 2000 

This  Last  3-Day 

Week  Week  Picture  Weekend  Gross 

1  New  Rules  of  Engagement  15,011,181 

Box  Office 

Days  Total 

In  Release  Gross  Sales 

3  15,011,181 

2 

1 

Erin  Brockovich 

9,808,065 

24 

89,632,165 

potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 
gold  or  platinum. 

3 

2 

The  Road  to  El  Dorado 

9,085,803 

10 

25,123,505 

4 

New 

Return  to  Me 

7,820,836 

3 

7,820,836 

5 

3 

The  Skulls 

6,450,720 

10 

20,199,130 

6 

New 

Ready  to  Rumble 

5,257,778 

3 

5,257,778 

Week  of  10/00 

7 

4 

Romeo  Must  Die 

4,552,754 

19 

45,844,086 

Artist/Group;  Pink 

Song/Video:  "There  U  Go" 

8 

5 

High  Fidelity 

4,241,028 

10 

12,789,912 

9 

7 

Final  Destination 

3,835,071 

24 

33,897,819 

Director:  David  Myers 

10 

6 

American  Beauty 

3,348,307 

208 

121,638,562 

This  fuchsia  bombshell  is  about  to 
blow  the  spot  up.  Sending  the 
warning  that  she  is  not  one  to  be 

11 

New 

Black  &  White 

2,212,535 

5 

2,966,347 

12 

8 

Mission  to  Mars 

1,563,984 

31 

57,001,583 

13 

14 

Fantasia  2000 

1,295,458 

100 

40,208,974 

messed  with  in  her  debut  video 
“There  U  Go”,  Pink  is  LaFaces 
latest  rising  star.  Her  self-titled 

14 

11 

The  Cider  House  Rules 

1,108,712 

122 

54,782,511 

15 

12 

My  Dog  Skip 

964,300 

89 

30,582,089 

album,  due  out  in  March,  contains 
a  medley  of  musical  influences  - 
from  Mary  J.  Blige  to  Fleetwood, 
as  witnessed  on  the  possible  sec- 

16 

9 

Here  on  Earth 

948,532 

17 

9,515,532 

17 

13 

Price  of  Glory 

720,446 

10 

2,725,180 

18 

16 

Boys  Don’t  Cry 

674,451 

185 

10,369,824 

ond  single,  “Players”. 

19 

10 

Whatever  it  Takes 

566,871 

17 

8,427,155 

Artist/Group:  Incubus 

Song/Video:  “Pardon  Me” 

Director:  Steven  Murashige 

20 

17 

The  Sixth  Sense 

512,765 

248 

292,516,192 

21 

15 

The  Whole  Nine  Yards 

364,225 

52 

56,493,588 

22 

18 

The  Ninth  Gate 

275,553 

31 

17,762,434 

This  five-member  band  from 
Calabasas,  California  has  finally 
made  a  mark  with  this  video  off 

23 

23 

Toy  Story  2 

226,398 

143 

242,947,795 

24 

- 

Down  to  You 

218,673 

80 

19,847,300 

25 

22 

Stuart  Little 

216,702 

115 

139,504,573 

their  recently  released  album, 

Make  Yourself.  Not  new  to  the 
music  scene.  Incubus  started  out 
as  a  garage  band  back  in  1991, 

26 

44 

Mysteries  of  Egypt 

191,734 

678 

31,666,665 

27 

24 

Ghost  Dog 

181,956 

38 

2,108,604 

28 

19 

The  Tigger  Movie 

170,513 

59 

44,124,691 

and  moved  up  through  the  ranks 
to  eventually  release  their  first 
full-lenerth  record.  S.C.I.E.N.C.E. 
in  1997.  Their  newest  offering 

29 

20 

Snow  Day 

152,122 

59 

58,857,593 

30 

27 

All  About  My  Mother 

148,156 

143 

7,373,088 

31 

21 

The  Green  Mile 

143,490 

122 

135,780,460 

blends  funk  and  alternative  metal, 
with  a  little  rap/rock  thrown  in 
for  good  measure. 

32 

31 

The  Hurricane 

138,590 

103 

50,536,546 

33 

30 

Sleepy  Hollow 

135,980 

143 

100,787,183 

34 

28 

Wonder  Boys 

102,011 

47 

18,543,764 

©2000  MTV 

35 

29 

The  Insider 

93,201 

157 

28,883,171 

1 
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MORE  THAN  500,000  NEWSPAPER  FACTS 


•  Find  The  Information  You  Want  InstaBtfftes^ 

With  a  CD-ROM  drive  linked  to  your  PC,  you’ll  have  access 
to  Year  Book  information  instantly.  A  fully  indexed,  searchable 
database  allows  you  to  pull  out  Year  Book  data  with  the  criteria 
you  select. 

•  It’s  Easy,  It’s  Fast 

The  simple,  menu-activated  search-and-display  capaiMiityof' 
our  CD-ROM  makes  finding  data  and  comp&w^  fists  easier 
than  ever. 

•Search  By  Any  Field 

Your  options  are  limitles^ort  newspapers  by  equipment 
use.  Sort  and  rank  byj^lication  days  and  circulation. 
Search  for  special  Ijpc  editions  ... 

•  Exportable  Daj^ 

All  the  infqrhiation  can  be  exported  to  your  PC  in  a  wide 
range  of  formats,  including  Word  Perfect,  Lotus,  DBF, 

ASCII,  Q^c, 

•  List^tf^apabilities  for  Mailings 

Cusfofflze  mailing  lists  for  each  of  your  communications 
pr^^.  Export  data  to  your  own  label  utility! 


•  CO-ROM  Seetiofis 

CD-ROM  includes  all  data  for  U.S.  Dailies,  ^ 

U.S.  Weeklies,  Canadian  Newspapers,  For- 

eign  Newspapers  and  Mechanical  Equipment 

sections  contained  in  the  2000  print 

version  ...  names  of  contacts  and  their  areas  1 

of  responsibility,  plus  other  critical  information  ■ 

abSi^wspapers,  newspaper  suppliers  and 

service  companies'-  „ 

SYSTEM  REQUIREMENTS:*VlAndei^95,  *98  and  NT  -  32  MB  of 
RAM  minimum,  SVGA  Monitor  or  ft^r,  10  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  avali^  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higWL  Microsoft 
CD-ROM  extensions,  640K  RAM,  3M6  available  qrive  space. 


CD-ROM  with  listing  capabilities : 

For  more  information  or  to  order  call 


or  order  online  at  www.editorandDublisher.com 


Enter  E '  "®!r®'etter. 


Editor  &  Publisher’s  new  e-letter  is  designed  for  the 
online  news  industry’s  busiest  decision  makers. 

Every  Tuesday  morning,  we’ll  send  you  our  weekly 
overview  of  the  top  news  stories,  trends,  and  people, 
from  the  online  news  world.  FREE.  Just  go  ted 
www.editorandpublisher.com  to  register.  | 


ETTE/R 


_  Up! 


www.editorandpublislier.com 

Advertisers!  Use  e-letter  to  reach  online  news  executives.  Contact  elong@editorandpublisher.com 


r 


Order  Your  2000  Editions  Now! 


bull  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
y emotional  Year  Book,  the  encyclopedia  of  the  newpaper  industry.  Part  1  provides  the  most 
p-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
buipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications, 
nd  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 


/ant  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
ditor  &  Publisher  Market  Guide,  the  only  reference  with  both  quontitative  and  qualitative  data, 
icluding  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rates... 
^location  information...exclusive  economic  and  demographic  projections  and  much  morel 

ILL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
ir  (or  information  on  our  CD-ROMs,  coll  1-888-612-7095. 


INTERNATIONAL  YEAR  BOOK 

_IYES!  Pleose  rush  my  order  for  the  Internaliond  Yem  Book  in  the  formot  ond  version  I  hove  chosen. 

Name _ 

Title _ 

Company _ 

Address _ 

City _ State _ 


.Zip. 


QTY: 

)  3-Volume  Set;  $200  each 
)  Volumes  1  &  3:  $150  for  both 
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The  pros  and  cons  of  writing  both 
opinion  columns  and  news  stories 

DOES  THIS  DUAL  ROLE  HAVE  AN  IMPACT  ON  JOURNALISTIC  CREDIBILITY?  BY  DAVE  ASTOR 

This  past  January,  David  Broder  Witcover,  writes  a  political  column  and  sto-  ||||||||||||||||||||||^^ 
wrote  a  column  stating  A1  Gore  ties  for  The  Sun  in  Baltimore. 
had  “turned  the  comer”  in  his  The  pair  is  syndicated  by  Tribune  Media 
campaign  against  Bill  Bradley  Services,  which  also  distributes  a  column  by 
for  the  Democratic  presidential  Gannett  News  Service  national  correspon- 
nomination.  Soon  after,  the  vice  president  pro-  dent  Deborah  Mathis.  She,  too,  hasn’t 


remarked.  “And  you  can  write  at  more  length.” 

Other  advantages?  Interviewees  mentioned 
the  insight  a  writer  can  gain  from  working  both 
sides  of  the  fence,  the  influence  and  prestige  of 
wearing  two  hats,  the  way  switching  gears  helps 
prevent  boredom,  and  how  having  an  outlet  for 
commentary  reduces  the  temptation  to  put  opin¬ 
ions  in  straight  stories. 

Disadvantages?  The  Kansas  City  (Mo.)  Star 
and  Knight  Bidder/  Tribune  News  Service 
columnist  Bill  Tammeus,  who  doesn’t 
do  story  reporting,  said,  “I  think  it  can 
jeopardize  the  credibility  of  reporters 
when  they  write  opinion  pieces,  espe¬ 
cially  about  subjects  they’re  doing 
reporting  on.”  In  short,  he  added, 
“Columnists  should  be  reporters  [for  ’ 
their  columns],  but  reporters  should  not 
be  columnists.” 

Tammeus,  a  former  president  of  the 
National  Society  of  Newspaper  Col¬ 
umnists  (NSNC),  did  observe  that  some 
people  manage  to  pull  off  doing  both. 

“No  one  walks  the  line  better  than 
Broder,  but  it’s  fraught  with  danger,”  he 
said. 

Shearer  agreed,  saying  he’s  “in  awe”  , 
of  the  way  Broder  successfully  com- 
bines  story  and  column  writing  while 
noting  that  this  can  be  “extremely  difFi-  f  g\ 
cult”  and  a  “combustible  mix”  in  less  V  J 
qualified  hands. 

Shearer,  who  simultaneously  did  sto- 
lies  and  a  column  during  part  of  his  time  ^ 
at  United  Press  International  a  number 
of  years  ago,  added  that  this  double- 
duty  workload  is  daunting.  “Writing  a 


received  complaints  that  her  column  affected 
her  credibility  as  a  reporter. 

“I  was  a  reporter  for  years  before  becom¬ 
ing  a  columnist,  so  it’s  not  hard  to  park  my 
opinions  and  just  write  straight  news  stories,” 
said  Mathis,  who  added  that  she  rarely  does 
columns  about  topics  she  writes  articles 
about.  But  when  she  does,  Mathis  said  she 
still  has  no  problem  remaining  objective  — 
noting,  for  instance,  that  she’s  very  much  in 
favor  of  gun  control  yet  has  written  totally 
unbiased  news  stories  on  the  topic. 

Broder  said,  “I  try  to  be  careful  about  being 
very  opinionated  on  subjects  I  know  I’m  going 
to  be  covering.  I  would  never  say  this  is  or  is  not 
a  good  candidate  for  president”  before  reporting 
on  a  campaign.  He  added  that  the  issues  he  feels 
strongest  about  —  and  often  writes  columns 
about  —  tend  to  involve  the  political  process 
more  than  politicians  themselves. 

But  whether  a  column  contains  analysis  (as 
Broder’s  frequently  does)  or  straight  opinion  (as 
with  Mathis’),  a  big  advantage  to  having  that 
forum  is  “you  can  say  things  you  can’t  say  in  a 
straight  news  story,”  said  WPWG  Editorial 
Director  and  General  Manager  Alan  Shearer. 

Germond  added  that  doing  stories  in  addition 
to  a  column  gives  him  and  Witcover  more  of  an 
outlet  for  their  work.  “You’re  doing  all  this 
reporting,  so  you  want  a  place  to  put  it,”  he 


work  as  a  reporter,”  said  Broder,  who’s  syn¬ 
dicated  to  more  than  300  newspapers  via  the 
Washington  Post  Writers  Group  (WPWG). 
“The  column  gives  me  an  opportunity  to  do 
analysis  and  put  things  in  context.” 

Broder  is  one  of  a  small  group  of  newspa¬ 
per  people  doubling  as  a  reporter  and  syndi¬ 
cated  columnist.  It’s  a  dual  role  that  a  fair 
number  of  sportswriters,  statehouse  corre¬ 
spondents,  and  community  journalists  are 
familiar  with,  but  rare  for  someone  whose 
work  appears  on  Op-Ed  pages  nationwide. 

This  dual  role  has  pros  and  cons  that  have 
been  debated  for  years.  Are  readers  being 
served  when  someone  writes  both  stories  and 
columns,  or  does  the  journalist’s  objectivity 
get  called  into  question? 

Broder  said  a  reader  or  source  has  never 
alleged  to  him  that  his  column  makes  his 
reporting  biased. 

“There  may  be  people  who  see  a  conflict, 
but  I’ve  never  had  anyone  bring  it  up,”  added 
Jack  Germond,  who,  along  with  Jules 
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column  alone  is  a  full-time  job,”  he  said. 

“The  best-case  scenario  is  for  a  columnist  to 
be  a  columnist.  Period.  It’s  a  dream  job.  Who 
could  want  more?”  said  NSNC  President 
Regina  Brett,  who  recently  moved  from  the 
Akron  (Ohio)  Beacon  Journal  to  The  Plain 
Dealer  of  Cleveland.  “In  my  seven  years  as  a 
columnist.  I’ve  taken  a  sabbatical  from  the  col¬ 
umn  a  few  times  a  year  to  work  on  special  proj¬ 
ects.  While  I  think  it  stretches  my  writing  mus¬ 
cles,  I’ve  never  been  quite  sure  if  it’s  at  the 
expense  of  the  column.” 

She  added:  “It’s  confusing  to  a  reader  if  one 
day  the  columnist  offers  an  opinion  and  the  next 
day  shows  up  as  an  ‘unbiased  objective’ 
reporter.  How  can  a  writer  be  both?  I’m  sure 
many  columnists  do  it,  but  it’s  a  bit  murky  for 
the  reader.  Some  of  them  already  don’t  under¬ 
stand  the  difference  between  opinion  and  fact. 
It’s  probably  confusing  for  sources,  too.” 

Mathis  said  one  reason  why  some  readers 
have  trouble  distinguishing  opinion  from  fact 
is  the  increasing  number  of  analysis  pieces  in 
newspapers.  “Analysis,”  she  quipped,  “is  the 
love  child  between  reporting  and  commen¬ 
tary”  —  and  not  always  the  most  handsome 
of  offspring.  ■ 


Pulitzer  presented  to  Pett 

Joel  Pett  of  the  Lexington  (Ky.)  Herald- 
Leader  and  Universal  Press  Syndicate  has 
won  the  Pulitzer  Prize  for  editorial  car¬ 
tooning.  See  Pulitzer  coverage  package  in 
this  issue. 


Smith  succeeds  Hannah 
as  King’s  ad/PR  director 

Claudia  Smith  has  been  promoted  from 
assistant  director  to  director  of  advertising  and 
public  relations  at  King  Features  Syndicate. 

She  succeeds  Ted  Hannah,  who  opted  for 
early  retirement  in  December  after  26  years 
with  King. 

Smith  joined  King  in  1983  after  working  at 
United  Press  International  and  Harcourt  Brace 
Jovanovich  Publications. 

Also,  Rita  Bagala  has  joined  King  as  a  pro¬ 
motion  manager  and  Erin  Ketin  as  promotion 
associate  in  Smith’s  department. 

Football  ‘Forecast’  touches 
down  with  Thomson  Target 

Thomson  Target  Media  Sports  has  acquired 
Harmon  Forecast,  a  weekly  report  that  pre¬ 
dicts  the  winners  and  scores  of  all  NFL  and 
college  football  games,  for  an  undisclosed 
amount. 

More  than  1,700  newspapers  have  carried 
the  report  since  it  was  founded  in  1957. 

TTM  Sports  has  already  been  offering 
newspapers  the  Pro  Football  This  Week 
tabloid  insert,  as  well  as  the  “Golf  This  Week” 
and  “Track  &  Speed”  pages. 

It’s  ethical  for  syndicate 
to  offer  an  ethics  column 

“The  Ethicist,”  Randy  Cohen’s  weekly  Q- 
and-A  column  in  The  New  York  Times 
Magazine,  is  now  available  through  the  New 
York  Times  Syndicate  as  “Everyday  Ethics.” 

Cohen  answers  reader  questions  such  as: 
Should  you  tell  a  wife  if  you  see  her  husband 
involved  with  another  woman?  Steal  an 
umbrella  if  someone  steals  yours? 

Cohen  —  who  also  does  “The  News  Quiz” 
column  for  the  Slate  online  magazine  —  has 
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written  stories  for  The  New  Yorker,  served  as 
head  writer  of  “The  Rosie  O’Donnell  Show,” 
and  won  three  Emmys  for  his  “Late  Night 
with  David  Letterman”  sketches. 

Five  free-lancers  featured 
in  KRT  Columnists  Group 

Five  free-lancers  for  Knight  Ridder/Tribune 
Information  Services  are  charter  members  of 
the  KRT  Columnists  Group. 

Columns  by  the  five  writers  will  continue  to 
move  on  KRT,  but  will  be  marked  for  sub¬ 
scribers  only.  They  can  be  bought  separately 
or  as  a  group. 

The  five  are  “Ask  Dr.  H”  by  Atlanta-area 
physician  Dr.  Mitchell  Hecht,  “Parent-to- 
Parent”  by  Jodie  Lynn,  “Chartwatch”  by 
music  critic  Jan  DeKnock,  “Antiques”  by 
Anita  Gold,  and  “Multimedia  Mom”  by 
Bonnie  Scott. 

‘Greener  View’  grows  into 
syndicated  Copiey  feature 

A  column  called  “A 
Greener  View”  has 
been  introduced  by 
Copley  News  Service. 

The  feature  is  by 
Illinois-based  Jeff 
Rugg,  who  writes 
about  subjects  such  as 
recycling  and  garden¬ 
ing.  He  has  degrees  in 
science,  zoology,  hor¬ 
ticulture,  and  land¬ 
scape  architecture.  Rugg 
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Q-and-A  -1-  ‘411’  =  two  new 
teen  offerings  from  SHNS 

Scripps  Howard  News  Service  has 
launched  two  weekly  features  aimed  at  young 
readers. 

One  is  “Confidentially  Yours,”  a  Q-and-A 
advice  column  for  teens.  It’s  by  Noah  Lander, 
22,  a  sports  fan  and  university  activist  com¬ 
pleting  a  degree  in  social  studies;  and  Julia 
Dow,  1 8,  a  musician,  artist,  karate  champ,  and 
straight-A  student  beginning  college  this  fall. 

The  other  is  “The  411,”  a  collection  of 
what’s  hot  and  what’s  not  culled  from  dis¬ 
patches  filed  by  teen  correspondents  across 
North  America. 

Both  features  are  offered  with  the  coopera¬ 
tion  of  the  Young  People’s  Press  news  serv¬ 
ice,  whose  content  has  appeared  in  more  than 
220  papers  since  its  1995  founding. 

vwvw.editorandpublisher.com 


I  Late  “Peanuts”  creator  Charles  Schulz  of 
United  Feature  Syndicate  was  honored  with 
a  lifetime  achievement  award  from  the 
Religion  Communicators  Council,  and 
“Grand  Avenue”  creator  Steve  Breen  of 
United  received  the  council’s  Wilbur  Award. 


Breen  is  also  a  Pulitzer  Prize-winning  editori¬ 
al  cartoonist  for  the  Asbury  Park  (NJ.)  Press 

and  Copley  News  Service _ Essam  Hanafy, 

accused  of  libeling  a  government  minister 
through  his  cartoons,  has  been  sentenced  to  a 
year  in  jail  by  an  Egyptian  court,  according  to 
the  Cartoonists  Rights  Network  (http://www 
.cagle.com/cm).  ...  NewsCom  is  launching 
the  “World  Access”  service  for  journalists 
that  will  give  them  access  to  the  Internet  from 
around  the  globe.  The  company  is  also  known 
for  its  Web  site  (http://www.NewsCom.com). 
through  which  clients  can  access  content 
from  providers  such  as  the  Los  Angeles 
Times  Syndicate,  Los  Angeles  Times 
Washington  Post  News  Service,  Washing¬ 
ton  Post  Writers  Group,  New  York  Times 
News  Service,  and  New  York  Times 
Syndicate.  . . .  “The  Hair  Thing,”  a  short  ani¬ 
mated  film  by  King  Features  Syndicate  edi¬ 
torial  cartoonist  Scott  Bateman,  will  appear 
on  MTV’s  “Real  World”  show.  The  movie, 
which  shows  people  suffering  from  bad  hair 
days,  can  be  viewed  at  http://www.batemania 
.com/animation/hairthing.html).  ...  Bill 
Rechin  and  Don  Wilder  are  using  the  Trooper 
Benson  character  from  their  King-distributed 
“Crock”  comic  to  fight  multiple  myeloma 
cancer.  Benson  appears  on  T-shirts  and  hats 
that  have  helped  raise  $54,000  to  support 
myeloma  research.  The  character  is  named 
after  Benson  Klein,  a  lawyer  and  friend  of  the 
“Crock”  creators  diagnosed  with  the  disease 
in  1998.  ...  Columnist  Mitch  Albom  of  the 
Detroit  Free  Press  and  Tribune  Media 
Services  won  a  feature-story  award  from  the 
Associated  Press  Sports  Editors.  ...  KRT 
Interactive  won  “Best  Web  Portfolio”  from 
Malofiej,  an  organization  related  to  the 

Society  of  News  Design Scripps  Howard 

News  Service  moved  a  special  package  to 
mark  the  SOth  anniversary  of  Earth  Day  April 
22.  ...  Since  last  summer,  the  NewsArtcom 
site  (http://www.newsart.com)  has  doubled 
the  number  of  Op-Ed  illustrations  it  offers 
to  more  than  13,000.  Clients  include  The 
Boston  Globe,  The  Sacramento  (Calif.)  Bee, 
and  150  other  publications.  ...  Longtime 
New  York  Daily  News  sports  cartoonist  Bill 
(jallo  and  journalist  Phil  Cornell  have  co¬ 
authored  a  book  of  Gallo’s  work  called 
“Drawing  a  Crowd.” 
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DOWN,  SET,  HUT!!! 

FOOTBALL  SEASON  IS  JUST  AROUND  THE  CORNER 
GET  INTO  THE  ACTION  WITH  THE  HARMON  FORECAST. 


Offering  predictions  of  probable  scores  of  400 
college  and  all  NFL  football  games  each  week, 
the  Harmon  Forecast  helps  newspapers  tap  into 
the  passion  readers  have  for  football  to  boost 
readership  and  generate  ad  revenue. 

'Nearly  70%  al  the  U.S.  papulation 
consider  themselvos  football  fans."  - 

Stnet  mnd  SmiUt's  Sport  Businosg  JounuA  tSSS 

For  43  years,  nearly  1,700  daily  and  weekly 
newspapers  have  used  the  Harmon  Forecast. 
Beginning  this  fall,  Thomson  Target  Media  is 
proud  to  add  this  highly  regarded  service  to  its 
product  line,  along  with  its  other  sports  products, 
Pro  Football  This  Week,  Track  &  Speed  and 
Go//  This  Week. 

To  learn  how  the  Harmon  Forecast,  or  other  TTM 
sports  offerings  can  help  build  readership  and 
generate  advertising  revenue,  call  Kyle  Swartz  at 
800-217-8679. 
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Canadian  competitor  wants  to 
make  its  mark  on  U.S.  papers 

ESTABLISHED  INK  SUPPLIER  BIDS  FOR  CROSS-BORDER  BUSINESS  BY  JIM  ROSENBERG 


Down  to  a  choice  between  two 
big  suppliers  following  consoli¬ 
dation  among  ink  manufacturers 
in  recent  years,  the  U.S.  newspa¬ 
per  industry  met  a  third-party 
candidate  at  this  month’s  America  East  trade 
show  and  conference. 

Representatives  from  Rieger  Printing  Ink 
Co.  Ltd.  joined  their  anticipated  rivals  at  the 
Flexo  Vendors  Association  meeting  during  the 
annual  event  in  Hershey,  Pa.,  where  they  also 
staffed  a  booth  —  their  first  at  a  U.S.  newspa¬ 
per  trade  show.  Though  probably  not  exhibiting 
at  Nexpo,  Rieger  executives  said  they  will 
attend  the  June  event  in  San  Francisco. 

Founded  in  1945  and  headquartered  in 
Downesville,  Ontario,  near  Toronto,  Rieger 
serves  the  cold  web  offset,  packaging  flexo,  and 
gravure  markets,  “and  we  dabble  in  sheetfed,” 
said  Sales  Director  Steve  May.  Approximately 
809^  of  its  ink  goes  to  newspaper  and  directory 
printers  —  many  of  them  in  Canada,  including 
the  Hollinger/Southam  chain,  Quebecor  (news¬ 
papers  and  commercial  sites),  and  The  Globe 
and  Mail's  contract  printer.  Other  major  mar¬ 
kets  with  offices  include  Australia  (primarily 
for  directory  printers)  and  the  United  States 
(where  the  Lancaster  site,  close  to  Hershey, 
performs  “mini-lab”  work  and  blending  for 
R.R.  Donnelley’s  specialty  needs). 

Apart  from  packaging.  May  said  Rieger 
practically  owns  the  market  in  another  flexo 
application:  “probably  90%  of  all  the  wallpaper 
business  in  Canada.”  And  though  news¬ 
paper  flexography  is  different  from  its 
older  commercial  cousin.  May  was 
confident  that  Rieger  is  “not  that  far 
away”  from  introducing  its  own  formu¬ 
lation  of  a  water-based  news-flexo  ink. 

Despite  the  small  number  of  suppli¬ 
ers  of  flexo  consumables  (inks,  plates, 
cushions)  that  has  long  worried  the 
few  flexo  newspapers  and  the  poten¬ 
tially  large  number  of  prospective 
flexo  users,  Rieger  Regional  Sales 
Representative  Carl  Poehler  cited 
“outstanding”  improvements  in  news 
flexo  over  the  past  10  years,  and  said 
he  hoped  to  see  it  pushed  further 


by  his  company’s  competitive  contribution. 

Rieger  is  known  to  some  as  a  supplier  of  inks 
specially  formulated  for  keyless  offset  printing. 
It  makes  the  inks  in  Canada  using  a  German 
company’s  formula.  Customers  include  The 
Windsor  (Ontario)  Star,  North  America’s  first 
site  to  stick  with  color  keyless-inking  and  the 
first  to  buy  a  Koenig  &  Bauer  AG  Colora  press. 

Rieger  hopes  to  transfer  its  success  among 
Canadian  publishers  and  flexo  package  printers 

We’re  hoping  to  fill 
that  void  [created  by] 
the  demise  of  The  Ink 
Company. 

—  Carl  Poehler 
Rieger  Printing  ink  Co. 

to  the  U.S.  newspaper  market.  The  timing  may 
at  once  seem  both  advantageous  and  adverse. 

Since  Vancouver’s  dailies  converted  to  off¬ 
set,  no  Canadian  papers  roll  off  flexo  presses, 
and  there  are  only  about  three  dozen  U.S.  flexo 
newspafier  sites.  Further,  adoption  of  keyless 
offset  has  stalled  in  this  country  owing  to  some 
vendors’  decisions  and  to  users’  experiences. 

At  the  same  time,  however,  where  10  years 
ago  there  were  five  major  U.S.  news  ink  sup¬ 
pliers,  today  there  are  but  two.  Rieger  is  betting 
that  buyers  will  welcome  the  increased  compe¬ 
tition.  Though  ready  for  all  comers.  May  said 
Rieger  expects  to  be  able  to  attract  a  relatively 
small  but  significant  share  of  the  market.  As  for 
choosing  to  enter  the  market  this  spring,  “the 
reason  now  is  the  demise  of  The  Ink  Company,” 
said  Poehler.  “We’re  hoping  to  fill  that  void.” 

Flint  Ink  Corp.  bought  The  Ink  Co.,  West 
Sacramento,  Calif,  last  year.  That  deal  fol¬ 
lowed  the  sale  of  Heritage  Inks  (formerly 
Huber’s  Printing  Ink  Division)  to  US  Ink  — 
itself  created  by  the  joining  of  U.S.  Printing  Ink 
to  Sun  Chemical’s  General  Printing  Ink. 

“We’re  a  dry-grind  ink  formulation  system,” 
said  May,  distinguishing  Rieger  from  so-called 
flush  manufacturing,  which  he  said  allows  con¬ 


trol  of  only  about  40%  of  what  goes  into  an  ink, 
in  contrast  to  full  control  of  a  dry  grind. 

“It’s  probably  a  more  expensive  way  of  man¬ 
ufacturing,  but  it’s  more  consistent,”  said  May, 
adding  that  the  method  assures  consistency, 
bucket  to  bucket  and  batch  to  batch. 

Rieger  also  promotes  its  licensed  waste- 
hauling  and  ink  recycling  services.  May  said 
drums  are  dropped  off  and  picked  up  at  cus¬ 
tomers’  plants.  After  testing,  he  continued,  a 
“small  portion”  of  recycled  ink  is  added  to  a 
“master  batch.”  Calling  it  an  “environmentally 
friendly”  procedure  and  “a  cost-saving  meas¬ 
ure  on  our  end,”  May  said  customers  are 
informed  of  the  use  of  recycled  ink. 

Before  it  is  tested  and  recycled,  added 
Poehler,  reclaimed  ink  is  run  through  a  cen¬ 
trifuge  and  five  filtration  stages. 

“I  think  it’s  good  for  the  industry,”  said 
Michael  D.  Krayer  of  Rieger’s  interest  in  U.S. 
newspapers.  Few  buyers  complain  about  hav¬ 
ing  more  choices,  and  his  reaction  echoed  the 
words  of  other  managers  at  America  East.  But 
Krayer  isn’t  just  another  manager.  As  produc¬ 
tion  and  quality  director  at  Lancaster  News¬ 
papers  Inc.,  his  crew  prints  papers  read  by  at 
least  some  Rieger  employees,  he  has  no  partic¬ 
ular  complaints  about  his  current  ink  suppliers, 
and  his  pressroom  is  a  new-technology  test  site. 

Krayer  expects  to  meet  with  Rieger  in  the 
near  future.  But  Lancaster  is  a  longtime  US  Ink 
and  Flint  Ink  customer,  and  while  “we  con¬ 
stantly  evaluate  our  suppliers,”  he  said,  “we’ve 
had  a  very  good  relationship  with  both.” 

So  while  “it’s  always  good  to  have  other 
alternatives,”  said  Krayer,  “whether  it  opens  a 
door  to  them  . . .  depends  on  what  they  bring  to 
the  table”  —  desired  densities,  impro  'ed 
mileage,  or  “some  new  inks  that  enable  us  to 
print  brighter  colors  or  a  larger  gamut.  We’re 
always  interested  in  that  to  improve  the  product. 

“We  do  test  a  lot  of  products  here,”  he  con¬ 
tinued,  pointing  to  current  work  with  a  new 
anilox  inking  roller  (as  it  happens,  also  from  a 
Canadian  company).  Until  he  talks  to  Rieger, 
however,  inks  remain  a  maybe.  “I  want  to  have 
a  reason  to  test  the  product.  I  don’t  want  to 
waste  their  time  or  mine  or  . . .  our  money  test¬ 
ing  a  product  unless  there’s  a  real  need  for  it.”  ■  I 
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Prepress 

Atex  Media  Solutions,  Bedford,  Mass., 
released  Atex  Online  Advertising,  a  suite  of 
components  that  exploits  the  pricing,  contract- 
management,  and  text-composition  features  of 
the  Enterprise  ad  system,  enabling  the  public  to 
initiate  classified  liner  ad  booking  and  search¬ 
ing  directly  from  a  publisher’s  Web  site. 


Stops  to  placing  an  Ad 


Foldw  Dmm  fix  «My  st«p«  Id  ptocng  yow  ad  n  otf 
Choose  AdTfpt 
Crsois  Yoos  Adesrhsemti 
Tet  US  about  YourseX 
Prsnew  Ad  and  Pricing 
BSng  trdormabon 
Cotdimabon 

CoMnue 

ATEX* 

Advertising 


For  any  print  and/or  Internet  publication,  a 
user  can  enter  text,  price,  and  size,  then  pay  for 
the  ad  with  a  credit  card.  This  process  also  may 
be  used  by  outside  sales  and  agency  represen¬ 
tatives  for  remote  ad  booking.  Ads  can  be 
searched  directly  from  a  newspaper’s  Web  site 
according  to  user-defined  criteria.  For  ads  han¬ 
dled  through  the  newspaper’s  call  center, 
searchable  structured  data  is  captured  in  the 
online  database.  Search  criteria  are  specific  to 
each  classification  and  can  be  controlled  by  the 
newspaper. 

The  initial  beta  site  for  the  1 .3  release  will  be 
Norway’s  Sandefjords  Blad,  which  begins 
booking  live  Web  ads  this  month.  Future  releas¬ 
es  will  include  account  ad  booking,  to  be  avail¬ 
able  later  this  year. 

Following  Enterprise  installations  at 
Britain’s  Manchester  Evening  News  and 
Guardian  and  Observer  Newspapers,  Atex  also 
sold  a  1 15-seat  Enterprise  system  (order  entry, 
space  reservation,  and  customer  information 
modules)  to  British  Broadcasting  Corp.  World¬ 
wide,  the  BBC’s  commercial  arm,  which  pub¬ 
lishes  consumer  magazines.  For  classified,  dis¬ 
play,  and  electronic  ads,  the  system  manages 
and  prices  contracts,  books  premium  positions, 
schedules  multiple  content,  and  handles  ad 
makeup.  In  addition  to  completed  ads,  the 
Enterprise  database  stores  information  on  sales 
performance,  orders,  revenue,  customer  ac¬ 
counts,  and  prospects. 

CCI-Europe,  Aarhus,  Denmark,  and 
Kennesaw,  Ga.,  sold  an  AdDesk  system  to  The 
Toronto  Star,  after  Denmark’s  Morgenavisen 


Jyllands-Posten  went  into  full  production  with 
the  system  using  AdDesk  Production  for  pro¬ 
ducing  and  tracking  ads,  and  the  AdDesk  Sales 
module  jointly  developed  by  CCI  and  Neasi- 
Weber  International  (whose  accounts  receiv¬ 
able  software  is  part  of  the  system).  Britain’s 
Associated  Newspapers  also  ordered  the 
system.  Using  Windows  NT  and  Macintosh 
X  workstations,  AdDesk  will  serve  more 
than  350  users  (200  concurrently)  in  Toronto  — 
40  in  production  and  tracking,  60  in  account¬ 
ing,  and  more  than  250  in  sales  and  manage¬ 
ment.  Replacing  an  older  CCI  ad-production 
system  and  NWI’s  Admarc,  the  new  ad-man- 
agement  system  includes  order  entry  (for  clas¬ 
sified  liners  and  display,  retail  ROP,  preprints. 
Internet),  sales  prompting  and  acceleration 
functions,  sales  force  automation  tools,  credit 
control  and  invoicing,  and  MIS  functions  such 


as  reporting  and  real-time  operational  statistics. 

Jyllands-Posten,  Denmark’s  largest  daily,  is 
booking  more  than  3,000  ads  a  week  since  it 
specified  its  work  flow  and  integration  in  1998, 
then  implemented,  tested,  and  rolled  out  the  80- 
user  system  last  year. 

Intense  Software,  Vancouver,  British 
Columbia,  is  releasing  its  desktop  version  of 
PDF  Seps2Comp  plug-in  for  Adobe  Acrobat. 
PDF  Seps2Comp  completes  a  composite  work 
flow  by  eliminating  the  need  for  Adobe 
Acrobat  users  to  return  to  their  original 
applications  to  edit  and  regenerate  separated 
PDF  files. 

PDF  Seps2Comp  preserves  trap  settings 
from  QuarkXPress  or  uses  trapping  solutions 
further  down  the  work  flow;  merges  separated 
PDF  files  originating  from  CopyDot,  DCS  2.0, 
TIFF-IT,  and  CT/LW  files;  merges  separated 
PDF  files  created  by  distilling  separated  Post¬ 
Script  originating  in  page-layout  applications 
such  as  XPress  and  Adobe  PageMaker;  and 


saves  and  loads  custom  inks  and  ink  sets. 
Evaluation  versions  are  available  this  month. 

Pressroom 

Heidelberg  Web  Systems  Inc.,  Dover, 
N.H.,  is  relocating  teams  now  in  Nashville, 
Tenn.,  and  Dayton,  Ohio,  to  a  centralized  serv¬ 
ice  and  support  operation  at  its  Dover  head¬ 
quarters.  The  company  said  putting  engineer¬ 
ing,  manufacturing,  and  service  under  one  roof 
should  improve  communication  and  respon¬ 
siveness  and  bring  together  press  and  post¬ 
press  teams  to  better  support  customers’  inte¬ 
grated  systems.  To  be  completed  by  year’s  end. 
the  move  includes  service  administration,  tele¬ 
phone  support,  and  parts  distribution  functions. 
Eighty  staffers  will  be  offered  relocation;  145 
others  will  remain  at  locations  throughout 
North  America.  Customers  are  to  access  servic¬ 
es  through  their  current  channels. 

MAN  Roland  Druckmaschinen.  Offen¬ 
bach  and  Augsburg,  Germany,  reached  agree¬ 
ment  to  take  over  the  direct  sales  and  service 
staff  —  worldwide,  except  the  United  States 
and  Japan  —  of  the  Digital  Printing  Systems 
business  of  the  Agfa  Group,  pending  integra¬ 
tion  of  that  business  into  Xeikon  N.V.  Both 
Xeikon,  maker  of  digital  color  presses  and 
related  consumables,  and  Agfa,  one  of  its  orig¬ 
inal  equipment  manufacturer  customers,  are 
based  in  Morstel,  Belgium.  MAN  said  it  will 
support  all  Agfa  Chromapress  service  contracts 
except  for  U.S.  and  Japanese  installations. 
MAN  Chairman  Gerd  Finkbeiner  said  the  deal 
quickly  gives  his  company  the  sales  and  service 
strength  needed  to  introduce  digital  printing  to 
its  customers. 

Post-press 

Muller  Martini  Corp.,  Haup- 
pauge,  N.Y.,  broke  ground  for  a  train¬ 
ing  center  scheduled  to  open  in  July  at 
its  Long  Island  headquarters.  Carmine 
Festa  Jr.  was  named  manager  of  the 
new,  customer-focused  center,  which 
will  combine  hands-on  courses  with 
classroom  sessions  for  efficient  opera¬ 
tion  and  maintenance  of  the  full  line  of 
stitchers,  perfect  binders,  and  other 
equipment.  Sales  demonstrations  also 
will  take  place  at  the  addition,  which 
will  be  twice  the  size  of  the  facility  it 
replaces.  The  center  also  will  train  the 
company’s  technicians  in  changing 
technology. 


www.editorandpublisher.com 


EDITOR  &  PUBLISHER  APRIL  17.  2000  37 


atthirtv 

shoptaik@^itorandpublisher.(iiiffn  C 


shoptalk 

What  we  are  and  what  we  are  not 


By  Pamela  White 


For  five  months,  we  had  pursued  him 

relentlessly,  and  now,  finally,  it  was  over. 
University  of  Colorado  President  John  Buech- 
ner  had  resigned  {E&P,  Oct.  30,  p.  8). 

It  was  with  mixed  emotions  that  I  watched 
him  on  our  newsroom  TV  last  Oct.  14  as  he 
fielded  questions  from  reporters,  his  eyes 
puffy  and  swollen.  Every  inch  the  well- 
dressed  executive,  he  couldn't  hide  the  fact 
that  he  hadn’t  slept  last  night.  And,  although 
my  staff  and  I  had  never  intended  to  drive  him 
from  office,  I  knew,  despite  his  repeated 
denials,  that  our  investigation  had  done  just 
that,  forcing  an  end  to  his  distinguished  career 
of  more  than  35  years  with  CU. 

For  the  Colorado  Daily,  Buechner’s  resig¬ 
nation  meant  the  end  to  the  most  arduous  five 
months  of  journalism  that  any  of  us  could 
remember.  It  had  begun  in  May  as  an  inquiry 
into  his  vaguely  defined  Total  Learning 
Environment  (TLE),  a  multimillion-dollar 
educational  initiative.  Almost  immediately, 
however,  a  tip  led  us  to  documents  that  raised 
questions  about  Buechner’s  relationship  with 
consultant  Fran  Raudenbush,  the  friend  he  had 
hired  —  at  a  salary  higher  than  six  of  CU’s 
nine  deans  —  to  spearhead  his  TLE. 

Trying  to  get  answers  to  those  questions  had 
led  to  an  open-records  lawsuit,  which  was  set¬ 
tled  out  of  court  in  the  Daily's  favor,  and 
months  of  outright  hostility  from  CU.  Buech- 
ner  refused  to  speak  with  the  Daily,  and  mem¬ 
bers  of  CU’s  governing  body,  the  board  of 
regents,  resorted  to  name-calling  and  accusa¬ 
tions  that  the  paper  was  “making  it  up.”  The 
conflict  reached  its  apex  in  September  when 
the  Daily's  two  reporters  were  ejected  from  a 
public  meeting  for  having  tried  to  ask 
Buechner  the  questions  in  public  that  he  had 
refused  to  answer  in  private.  Blocked  on  all 
sides,  the  Daily  fired  back  by  asking  those 
questions  in  a  front-page  editorial. 

Now,  little  more  than  two  weeks  later,  the 
relief  in  the  newsroom  was  palpable.  The 
struggle  was  over,  and  the  Daily  had  survived 
to  see  those  who  had  cast  aspersions  on  the 


paper’s  credibility  facing  ques¬ 
tions  about  their  own. 

“Do  you  see  Buechner’s  resig¬ 
nation  as  vindication  for  the 
Daily!"  a  reporter  from  Denver 
asked.  I  told  him  that  I’d  always 
felt  that  our  position  was  a  strong 
one  and  that  we  had  never  needed 
vindication.  But,  in  my  mind,  the 
silent  answer  was,  “Yes.” 

As  champagne  corks  flew  in  the 
newsroom,  I  found  myself  looking 
at  Buechner’s  face  on  the  TV  screen  with  a 
combination  of  relief  and  sympathy.  Had  he 

So  often  the  public 
thinks  of  journalists 
as ...  predators 
who  drag  down  a 
victim,  then  dance 
around  its  corpse. 

been  crying?  It  certainly  appeared  so.  Buechner 
had  spent  his  entire  career  with  CU.  Now, 
thanks  in  part  to  me  and  my  staff,  that  career 
was  ending  in  controversy  and  speculation. 

And  what  of  Raudenbush,  whose  contract 
with  CU  had  not  been  renewed?  We’d  heard 
that  she’d  been  beside  herself  since  our  front¬ 
page  editorial  and  that  she  was  afraid  she’d 
never  find  work  in  Colorado  again.  Already  in 
the  midst  of  a  divorce,  she  was  about  to  be¬ 
come  a  single  mother  like  me.  Had  our  inves¬ 
tigation  hurt  her  children  in  any  way? 

Then  there’s  CU.  Buechner  had  taken  the 
helm  at  a  time  when  CU  desperately  needed 
stability  in  its  administration.  The  university 
had  seemed  to  gain  confidence  under  his 
watch,  and  there’s  no  question  that  Buechner 
had  brought  both  grant  money  and  distinction 


to  CU.  How  would  Buechner’s 
rocky  departure  affect  CU,  the 
Daily's  birthplace  and  the  alma 
mater  of  almost  everyone  in  the 
newsroom? 

So  often  the  public  thinks  of 
journalists  as  being  ruthless  and 
heartless,  predators  who  drag 
down  a  victim,  then  dance  around 
its  corpse.  Perhaps  some  reporters 
deserve  such  a  reputation.  I  sus¬ 
pect,  however,  that  most  of  us  find 
it  hard  to  cope  with  the  confrontations  and 
emotions  that  our  work  thrusts  upon  us. 

“What  happened  next?”  we  ask  the  whistle¬ 
blower,  the  rape  victim,  the  survivor  of  a 
school  shooting.  We  interview  politicians, 
grief-stricken  parents,  and  Death  Row  mur¬ 
derers.  As  journalists,  we  push  for  responses 
even  though  we  know  that  both  the  questions 
and  the  answers  will  be  a  source  of  pain  for 
someone.  Then  we  go  home  to  face  our  own 
bruised  and  battered  feelings. 

During  the  weeks  following  Buechner’s  res¬ 
ignation,  I  found  myself  heading  an  unfocused 
newsroom  that  seemed  caught  between  the  sat¬ 
isfaction  of  a  job  well  done  and  self-doubt. 
One  day  euphoric,  the  next  glum  and  short- 
tempered,  we  were  coping  with  the  knowledge 
that  our  doing  our  job  had  inescapably  altered 
at  least  two  people’s  lives.  We  knew,  of  course, 
that  Buechner  was  not  a  victim  but  a  man  with 
years  of  experience  whose  own  decisions  were 
to  blame  for  his  current  predicament.  Though 
our  job  as  journalists  had  been  to  keep  the  pub¬ 
lic  informed  and  to  tell  the  truth,  that  didn’t 
stop  us  from  feeling  sorry  for  him,  his  family, 
and  the  university. 

For  all  of  us,  the  Buechner  investigation  has 
served  as  a  vivid  reminder  that,  the  pen  being 
mightier  than  the  sword,  ink  is  an  awful 
weapon.  And  that’s  all  the  more  reason  for  us  in 
the  media  to  be  painstaking  in  our  work  and  to 
hold  ourselves  to  the  highest  of  standards.  ■ 


White  is  editor  of  the  "Colorado  Daily." 
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The  Bridge  at  No  Gun  Ri 

it  was  a  story  no  one  wanted  to  hear:  Early  in  the  Korean  War,  villagers  said,  American  soldiers 
machine-gunned  hundreds  of  helpless  civilians,  under  a  railroad  bridge  in  the  South  Korean 


i  countryside. 

! 

I  When  the  families  spoke  out,  seeking  redress,  they  met  only  rejection  and  denial,  from  the  U.S. 
I  military  and  their  own  government  in  Seoul.  Now  a  dozen  ex-Gls  have  spoken,  too,  and  support 
their  story  with  haunting  memories  from  a  “forgotten”  war. ... 


AP  Wins  Pulitzer  Prize 

Fnr  nuRstiDatiufi  Rfinnrtino 


Sang-Hun  Choe  Charles  J.  Hanley  Martha  Mendoza  Randy  Herschaft 


The  story  of  "The  Bridge  at  No  Gun  Ri,"  winner  of  the  2000  Pulitzer 
Prize  for  investigative  reporting,  uncovered  allegations  that  for  nearly 
50  years  had  gone  unreported  and  cast  new  light  on  an  old  war.  This 
award  brings  to  46  the  number  of  Pulitzer  Prizes  won  by  the  staff  of 
The  Associated  Press. 

Congratulations  to  the  AP's  No  Gun  Ri  team,  and  to  the  dozens  of  other 
staff  members  who  contributed  to  the  project  -  colleagues  at  APTN, 
the  AP  Broadcast  News  Center,  Photos,  Graphics  and  Multimedia  who 
pulled  the  material  together  on  The  WIRE,  where  it  can  still  be  seen: 
hnp://wire.  ap.  org/A  Ppackages/nogunri/ 

Congratulations  also  to  the  AP's  Moscow  staff,  Pulitzer  finalists  in 
International  Reporting  for  "skillful  and  courageous  coverage  of  the 
Russian  attack  on  Chechnya." 

Associated  Press 

www.ap.org 
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